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COAL AGE ANNOUNCES FOR JULY 
“NEW MINING HORIZONS” 


Now." the signing of the new two year coal contract, the longest period of 
stability in the past decade seems assured for the coal mining industry. 


THE COAL INDUSTRY IS TAKING ACTION NOW, markets in the face of higher labor costs and in- 


planning the purchase of new and better ma- creasing pressure from other fuels. The coal 
chines, improved equipment and supplies, and industry knows that these weapons combined 
more preparation plants to produce a precision with modern mining methods based on skillful 
product of unexcelled quality. The industry is engineering in the best use of machines and men, 
waging a cold war on high costs with these battle- have been proved in the past. 


tested weapons to regain, retain and expand its 


COAL AGE thoroughly agrees with Mr. Love — 


t re f t 
De in ane that the coal industry not only can make more progress 
en stry 
¢ progres n th direct tha t has the in the next five years than it has in the past twenty-five 
} ” 
am y Gustry years but, indeed, that it w do so in order to capitalize 


on its opportunities for an expanding future in the years 


To aid the coal industry in its cold war on high — - “New Mining Horizons” will 


The editors of COAL AGE have been intensifving their editorial program 


by issue seeking out machines and methods, to meet the urgent Show the Way to Progress in ALL 
needs of the mdustryv. COAL AGE in Ju will publish a significant con- 
nto mining progre Th it New M ng Hor on will show PHASES OF COAL PRODUCTION 


Coal Preparation 


COAL AGE, in July, will put together under one cover the results of — Face Preparation 

A searching re-evaluation of tried and tested methods, materials and equip- Transportation 

ervice. An equally inte: exploration of the p Power and Electrification 
& ethods. equipment and mat , h bid for additional cost reduction Ventilation 


nent and safety pr tion in the future Pumping and Drainage 


Maintenance and Supplies 
“New Mining Horizons” will “New Mining Horizons” will Mine Safety 
Show the Way to Progress Show the Way to Progress 
in STRIPPING in MECHANICAL LOADING 


® The July issue of COAL AGE, ‘New 
"Mining Horizons” will be an unusual 


By showing how new desir trip Hy showone tried and tested methods of  @ppeortunity for manufacturers to tell 
permit handing more ot increasit ting time like these The the coal mining industry how their 
products can reduce costs, increase 
ving how modern tested Cutter it spd other auxiliary Ppreduction or improve quality. 
nator with maxtern aux equipment that match the capacity of 


nee t savir e Bits to keep changing stoppages to a 


nd convevors 


good maimntenance for att transportat n 
And by looking at future developments like these a by examining future developments like 
these 
Further development of higher ; 


New n oading machines 


ties, New methods for A McGRAW-HILL PUBLICATION 


wee 330 WEST 42nd STREET, NEW YORK 18, N.Y. 


| 
4 
, 
and 
ay 
past 
elat 
fy 
GEORGE H LOVE, President, Pittsburgh Consolidation Coal Co. Inc ahead 
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INDUSTRY SPENDS* 
MORE SUBSCRIPTION MONEY 
EACH YEAR FOR T. R. 


... than 1s paid per year for subscriptions 
to any other industrial publication of 


any kind—trade paper, directory or catalog 


(As a rule they pay nothing for any other buying guide) 


It is obvious why a substantial price is paid 
tor T. R.— Nowhere else can industry secure 
such valuable, complete and accurate pur- 
chasing direction. It is obvious, too, why 
such a substantial group of advertisers habit- 
ually renew their representation to the 


important, exclusive T. R. clientele. 


*Based on the most authoritative circulation data available. This statement is 
intended to indicate industries’ evaluation of T. KR. as a buying guide and in 
no way refers to the value of tradepapers in their non-competitive treld, 


E500 
Cant Ge Wrong” 


HABITUALLY CONSULTED BY ALL DEPARTMENT HEADS, REPRESER TING 
60% OF THE TOTAL INDUSTRIAL PURCHASING POWER OF THE U. 5. 
WHO ARE CONCERNED WITH WHAT TO BUY & WHERE TO BUY. 


96% ABC Paid Circulation 


HOMAS 


461 EIGHTH AVENUE © NEW YORK 1, 
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.... that’s what we find happening 
to KEY Dealer and Manufacturer Relations 


by REY dealers 1949. the 
thew the following percentage of shite 


ag pn A RL As a manufacturer in our field, here’s what is likely to happen to 
ore by diferent BAY thes your dealer organization: 
prone rete neh First, some of your good dealers will go out of business. From 
KEY dealers om 194 1947 to 1949, our Field Surveys show that 22‘: of the KEY dealers 
Pew Second, many of your good dealers, who do stay in the KEY 
group will quit your line and take on some other manufacturer's 
1947 le heated line. Our studies show a 48‘. line shift among 1947-1949 KEY 


dealers in that 2-year period. 
Thus your marketing job is: FIRST to keep your present dealers 
" sold; SECOND to sell other KEY dealers on your line; THIRD to 
7 get your share of the dealers constantly moving up into the top- 
volume class. 
soni oone Thewe 1047 Key Yes, it takes continual selling effort to maintain, without serious 
depletion, a strong dealer organization. 


Above dota based on 1947 and 1949 Surveys in the ARTISAN’S continuing Study of 
Warm Air Sheet Meta! Distribution. We invite you to write for complete information 


Look t th ARTISAN HERE HOW TWO MANUFACTURERS FAREI 
o me 


Monviacturer 


to Help You Get and | 
Keep KEY Dealers 0 


Through the ARTISAN you reach 92% of the KEY — toy Bester wi 


dealers who handle the bulk of all available work — 


@ concentrated coverage of TOP-VOLUME producers 
1949 


so essential to your sales success in this warm air 20 KEY Deolers Toro! 


heating, residential air conditioning, sheet metal con *tn the Cities Surveyed 


tracting field 


The ARTISAN has « 100°. -paid circulation. It is 
both ABC and ABP — recognized by subscribers and @® @ = > - 


advertisers alike as the NUMBER ONE BOOK in the 


warm air-sheet metal market 


The ARTISAN belongs in every sales promotion 
program designed to get and heep KEY dealer outlets. \ 


KEENEY PUBLISHING COMPANY | 


6 N. MICHIGAN, CHICAGO 
Air Conditioning Headquarters 
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. - IN THE ADVERTISING VALUES IT OFFERS YOU 


Because Metalworking is America’s biggest industry . .. and market... it is natural 


that metalworking magazines carry far more advertising than magazines which 


serve any other industry. Five of the first 10 industrial magazines in 1949 adver- 


tising volume serve this industry. 


There is also good reason why, among all metalworking publications, manufac- 
turers and their agencies invest the most advertising dollars in American Machinist. 
They do so because American Machinist ... and only American Machinist . . . offers 


them these values: 


ALONE in editorial concept and performance. American Machinist is the only 
magazine edited exclusively for metalworking production management. No other 


magazine gives this biggest buying group as much specific job help . . . or as much 
exclusive information . .. or so many features which encourage the use of better 


production methods in Metalworking’s thousands of plants. 


ALONE in the quality, quantity, and concentration of its readership. American 
Machinist's 28,000 paid subscribers outnumber those to any other metalworking 
magazine by over 9,000. Their concentration on management levels, where 
important buying decisions are made, results in American Machinist having more 


4 than twice as many management subscribers as any other metalworking publi- 
cation ... and almost four times as many subscribers who carry specific depart- 


ment manager and superintendent titles in production. 


ALONE in its thorough coverage of, and deep penetration into, the metalworking 
plants most important to you. Metalworking is BIG ... with 9,679 plants* that 
employ more than 50 workers each. American Machinist's bigger, higher quality, 


concentrated circulation gives you thousands more contacts than other metal- 


working magazines can offer you . . . and concentrates them among the production 


executives who manufacture the products of this biggest of all industries. 


If you sell the machinery, equipment, tools, materials or services Metalworking’s 
£ 
production executives buy, American Machinist is by far your top, and lowest-cost, 


advertising buy. If you want the detailed facts which prove it, ask us for them. 


There is an American Machinist representatiye in your nearest McGraw-Hill office. 


"1949 McGraw-Hill Census 


A GOOD PLACE TO DO BUSINESS WITH AMERICA’S BIGGEST INDUSTRY 


THE McGRAW-HILL MAGAZINE OF METALWORKING PRODUCTION 


McGRAW-HILL BUILDING, NEW YORK 18 


Member of the Audit Bureau of Circulations and the Associated Business Publications 
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The five individual sections, thumb 
indened for ready reference as illustrated 
ore teatures of DOMESTIC ENGINEER 
ING CATALOG DIRECTORY. By care 
fully studying the outline of each section 
below, you will readily visualize the 
wealth of buying ond specifying date 
this all-purpose catalog directory makes 
available to buyers and specifiers in the 


industry 


| Manufacturers’ Catalogs 

2 Reference Tables and Rules 
3 Classified Directory 

4 Trade Names 

5 Names and Addresses 


The New Edition 


of DOMESTIC ENGINEERING CAT 
ALOG DIRECTORY includes buy- 
ing ond specifying information on 
the following products and equipment 
* Heating 

Plumbing 

insulation 

Water Systems 

Ges Appliances 

Refrigerators 

Kitchens and Cabinets 
Domestic Laundry Equipment 
Frozen Food Cabinets 

Stokers, Oi! Burners 

Electric Appliances 

Air Conditioning 

Fans. Blowers 

Refrigeration 

Specialties 

Accessories 


Our Staff of Catalog Experts is available at all times 
to assist manufacturers and their Advertising Agencies 
in the preparation of catalog material. We are pre- 
pared to accept catalog material at any stage of 
preparation and follow it through to completion . . . 
or to handle the complete job of catalog layout, cop 

writing and final compilation and production as desired. 
Our consulting service on catalog layout and copy is 
available at all times . . . at no cost or obligation. 


THUMB INDEXED FOR READY REFERENCE 


Contained in this section ore the hundreds of catalogs of individual manufacturers . . . 
prepared and assembled for quick reference on up-to-date buying and specifying informa- 
tion available on products of each co-operating manufacturer. 


Consists of hundreds of charts, tables, standard rules and layout diograms and explanatory 
material necessary in the selection, co-ordination and design of equipment for heating 
plumbing. piping, refrigeration and air conditioning installations. 


This section lists virtually every known product in the heating, plumbing and air conditioning 
and associated industries, under each product ore the names of all known manufacturers 
who make the item. Cross references are used liberally throughout. 


More then 8,000 trade names are listed in this section. This is of vitel importance to buyers 
and specifiers because many products are known by their trade names rather than by the 


manufacturers name 


This section includes the name, street address, city and state of every known manufacturer 
of heating, plumbing, air conditioning and allied products and equipment 
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Fon HUSY BUYERS AND SPECIFIEAS 


> PLUMBING, HEATING, AIR CONDITIONING AND RELATED PRODUCTS AND 


APPLIANCES 

INSTANTLY ACCESSIBLE the Mid-Yeor 
SUPPLEMENT is now being compiled to accommedate those 
manufacturers who were unable to prepare or complete their 
catalog material for insertion in the previous annual volume, for 
new products which require oadvence showings before the next 
annual edition of DOMESTIC ENGINEERING CATALOG DIREC- 
TORY and for new manufacturers who want to place their prod- 
ucts before the wholesalers and specifying engineers of their fields. 
Buyers and specifiers welcome the opportunity to study new buying 
and specitying information at regular intervals: therefore the sales- 
minded manufacturer should grasp this opportunity for inserting his 
cotalog material in the exceedingly low-cost DOMESTIC ENGI- 


YOUR CATALOG MATERIAL PRE-FILED... 


Ta Mid-Year SUPPLEMENT is the companion to the 
annual edition of DOMESTIC ENGINEERING CATALOG 
DIRECTORY and AIR CONDITIONING BLUE BOOK. Now 
is an excellent and economical time to begin your cotclog 
service with the Mid-Yeor SUPPLEMENT for advonce show- 
ings of new or additional products that you were unable 
to show in the lorge annual catalog. The Mid-Year SUPPLE- 
MENT is now being compiled and will be distributed soon 


NEERING CATALOG DIRECTORY. Material when properly de- 
signed is your best substitute for an actual demonstration or display 
of products. However, if your catalog material is not available at 
that all important moment when the order or specification is being 
written, it cannot be expected to do the job it was originally intended 
to do toward making your products easier to buy and specify. 

New buyers, changes in lines, the rapid return to a buyers’ market, 
all combine to make the forthcoming edition of DOMESTIC 
ENGINEERING CATALOG DIRECTORY even more voluable as 
© medium to corry your catalog material to the buyers and 
specifiers and to keep it on their desks ready for instant use every 


business doy of the year 


| |! 
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Many a Sale Walks 
Away... because 
SOMEONE doesn’t know! 


Mrs Kelly wants to buy Mrs 
Kelly likes to know what she will 
eet for her money Mrs Kelly will 
ask Questions and expect tact 

snewers What happens at this 
critical point tn the sale is det 


nitely YOUR busine 


FACTS — at the point of sale 
SELL MERCHANDISE 


Given half-a-chance, the average 
sles person will do a gu« ad sell 
ob for you But your help is 
d. Visualize vour sales in 
yictures and plain language 
le it in Heinn Loose-Leat 
Easel Covers 

Then when Mrs. Kelly asks 
questions, the answers are readily 
available accurate, understand- 
sable. authoritative answers because 

YOU have supplied them 
Heinn Loose-Leaf Covers offer 
the greatest advantages in the 


tion depart ment in the development 
of attractive, profit-building visual 
selling aids 
us show you how Heinn 
Leal Easel Covers can help 
tw 


erGinatoes 


Letters 


Bull of the Woods 
To Tue Forron: 


Competitors 
sf whon ver than Shaw Barter 
bor several vears we have been the se« 
ood largest firm in this industry 
He lirector 
Shaw-Barton Ine 
@ Space limitations 


wlucer at each manutact 


beens 


lar pacture 1 or discussed im the re 
iow. Producers whose names appeared 
on techniques of creating 


und distributing an industrial calendar 


Allen-Bradley Swaps 
Philbert for Grandeur 

To Tue Eorror: | was sorry that your 
Industrial Calendar 
omitted one outstanding calendar that 
of Allen Bradlew Co. Milwaukee manu 


lanuary Review 


ot electric moter control~ 
n that creation of the calendar 


al preceded it makes 


t calendar ts 


takes all ve 


istrative i time that 
in account executive and 1 took off <1 
witanewusly for opposite ends of the 
untry in search of Kodachromes. He 
returned from San Francisco, | tron 
Boston and New York with a collectior 
ff natural color films from Fred Bond 
Ivan Dmitri. John Kabel and = other- 
from which we selected illustrations tor 
new calendar 

The company = calendar series begat 
soon after the company introduced a 
new type of starter in 1933. The prod 
vet contained so many new and distin 


‘tell-all” 


was discarded fer a cartoon 


tive features that the prosat 


ipproach. The cartoon idea was cline 
na casual meeting of our ccoount eX 
ecutive and cartoonist Frank Owen in 
Jack Dempsey’s restaurant. Mr. Owen's 
cartoon character. Philbert, who had 
been running as a one-box comic im 
Colliers. was introduced into the com 


Continued on Page 12 
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{at to the Editor 
rf 
ive vetting out tha a once-a 
we vear job that Har, often re 4 
wt that q at 
beth pretured and men ext of il 
oned the special “Bull of the Wood 
slender which we produce for Jol 
: Manville Corp We were 
' ' that 
' ' You 
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' 
: 
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' 
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and this chart proves WOW! 
as fast as railroads are meme L00k at this one! 


modernizing, railroa That's the largest 
gain over 1948 of 
ANY magazine 


ublished! 
Publishe 


m advertisers are switching 


Average 
Advertising 
Pages Per 


K Based upon published 
figures on business AND 
consumer magazines 


4 
4 
— 4 
so! | % | 4 
| 9 | | 
2 
14 10 
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66 We are designing the air conditioning system for an 
industrial research laboratory, but we don't have 
enough information on the amount of heat given off 
by laboratory animals — hamsters, rabbits, and white 
mice. Can you send us any data? . . . . . . 99 


I'm a contractor, and we installed the piping for a 
snow melting system but there doesn't seem to be 
enough heat, and we wonder if the anti-freeze which 
is mixed with the water circulated has an effect on the 
friction in the pipes and the heat transfer rate. Have 
you published anything on this? 


66 We want to check the fuel consumption for heating 
the office and loft buildings under our management. 
Do you have any figures showing how much steam 
similar buildings consume for space heating and hot 
water? Can you tell us a good method for keeping 
daily track of fuel consumption? 


MUCH 
dave 
3? 
on 
» 
nave 
99 
F/R in Circulation... 5) in Editorial Service 


KEENEY PUBLISHING CO. 


Nerth Chicege 2 


AIR CONDITIONING 
HEADQUARTERS 


Also Publishers of 
AMERICAN ARTISAN 
for the Residential Field 


Volume 
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Across the pase are three question® system? wn commercial 
asked the editors of He pip "8 a and public puildin B® ys oF pusine* continvallY 
condition’ recently by three gifterem™ sub- question® from gubsorider growP® 
scriber® enovs™ all three qverie® the purcbase control the 4 
arrived che mornine dreds of equipme™™ ite™s required would 
and they are of the many question® seem show and editor? have 
ost regularly from engi" earned reade® confidene® and reader anverest to 
ry neers contractor® archi i a high degre 
puildin and plant executive? and others seek- 
4 We prins this matter of queso" {rom ovt 
In aaditio™ pundreds of reques®® for data ¢ 
readers eo you" arrentio® pecavs® it andicates 
— we feel, that the mage?” ches¢ 
| | men Jook *° for answer? ro many of theif rech- 
aumber came an gurins che cwelve | 
product ysed ™ eatin pipins and af condi 
months: All of them _ except che 
work: 
yo" have question® on ats market, 
of READER CONFIDENC and how *° sell an this 
publishins the jeadinB for enginee™® 
jatio™s and w rite, wire oF phone ys. OVF story a“ Acros’ 
of pipins and ait the poard” covet B® ys one you shovld 
ae! 
Readers . AN conditio® ng | 


Contu ued from Page ai 
pany = paper advertising and 
subsequently inte a L2-sheet calendar 
Although the cartoons ended in 194] 


us the war brought new problems re 
quiring a different advertising approach 
the calendars continued. Ibustrations in 
cluded: 1943-12 U.S. beauty spots; 
19412 presidents, with quotes 
on gevernment, taxes, national prol 


lems. The 1950 calendar is the second 


a teur-vwear series of Kodachromes 
showing a scene of beauty from each of 
0 OF ALL he 484 states. The theme This Is the 


HOSPITAL EQUIPMENT Geandrar of America.” ie 


enterprise, hard work 
is NEEDED JOHNSON, secretary and assistant treas 


irer, Fensholt Co., Chicago 


Calendar Postseripts: Canadian 


\ Allis-Chalmers Makes Its Own } 

To Tue We were very pleased 

te see our 1950 Canadian Allis-Chal f 

mers Litd.. calendar was worthy of men 
The 14 Southern States are now Southern Hospitals is the only ton in your 1950 Industrial Calendar ¢ 
engeged ina building program de purnai that gives mplete concen Review. However we wish to point out E 
signed to boost Southern Hospita trated verage of this booming one discrepancy in the article R 
» the 

indertaking involves the spending lisChalmers calendar ix not connected 
over 421i mil n tor bu lings orn institutions service no duph " my way with tthe halmers 
and equipment, and, in 1949, South cated by any other publication in Mig. Co. Milwaukee. We in Canada | 
ern Hospitals already under yn the field) and, because of this, is ire entirely responsible tor the lavout ee 

structior rin the blue-print stage thor jhiyread and deeply respect pictures and production of our « alen . 

were valued at better than $267 ed by Southern hospital people dar and all pictures are scenic views » f 

taken mm Canada by various photogra 

phers. On request these photographers 

the More than | man turers and submut photographs for possible selec 
supplers have tound the advertis- tien, and from these we eadeaver to ob 
hospital equipment That why the ng pages of Southern Hospitals tain Dominion-wide coverage of sceni« ‘t. 
ithern market warrants its own @ sure way to profitably increase views Graster, advertisin man 

a EXTRA sales. It can do the same for your ger Canadian Allix-Chalmer< Ltd 
sales effort OF Lachine, Quebes 
@ for soness Was “am oft 

SOUTHERN HOSPITALS fterentiating Canadian and U. 


Marsteller’s Publishing Views 
Are Right Down His Alley 


lo Tur Eorror: Your April issue wa- 
= inmeother humdinger William A Mar 
steller < artic How Busines< Paper- 
> FOR DETAILED ( Meet Their New Competitio 
‘ {imo AL MARKETING S te industrial publishing. FE. Vora. 
iT S EASY FOR YOU Industrial wivertising manager. Parker Appliance 
Market Data Co. Cleveland 
to Get Media and Market Data [ReMi 
He Learned to Look in 
When you see it in the advertisements of business publications—in their the Data Book First 
promotion copy in folders, on blotters, in circulars—you are being lo THe Eprror: Imagine our cha 
reminded that the publication has filed its complete reference data in The grin, when... last week. while we were 
Market Data Book Number. it means you can find facts on the publication's preparing ads for a brand new client P 
editorial services, circulation, influence, morket studies, and similer advertising to the New England farm 
information, adjecent to complete data on the market it serves. market. we needed some quick figures 
Continued on Page 102) 
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Clark-Smith Publishing Company 


... tell the story 


American manufacturers placed 1974 pages 


of advertising in AMERICAN EXPORTER 
INDUSTRIAL during 1949. 


This is the largest volume of advertising 
among export papers in the industrial field by 
several hundreds of pages and is further con- 
vincing proof that a general, comprehensive, 
industrial publication does the best job 

in overseas markets. 


I ndependent readership tests show that it is 
the kind of publication preferred by 


foreign industrial executives. 


AMERICAN EXPORTER INDUSTRIAL’s 
fe foreign circulation of 33,595, the largest 


in its field, goes: 

73% to metal working, manufacturing, 
processing, engineering, construction, 
road building and mining companies; 

18% to important importers and distributors 


of industrial lines; 


9% to government buying officials overseas. 


In . 
readership 
circulation 
advertising 
it is today the top 


industrial export magazine. 
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INDUSTRY POWER 


INDUSTRY AND POWER is directed editorially to the Plant Engineering Group. 
These are the executives and engineers responsible for the generation, trans- 
mission, distribution, and utilization of energy in its various forms for power, 
processing, and related plant services in all types of industries. Their duties in- 
clude selection, installation, operation, and maintenance of equipment for these 
functions and services. 


| & P will continue—as it has for thirty years—to present information that will 
appeal to each of the departments within the Plant Engineering Group. Each 
issue is balanced with immediately applicable suggestions for men in these de- 
partments, and with more general information for the entire group. 


In choosing the men to make up its expanded and improved editorial staff, 
| & P's publishing committee has selected its men with great care. They have 
a thorough knowledge of the publishing business and of the field encompassed 
by | & P's editorial scope. | & P's editorial staff is second to none and publishes 
@ magazine second to none. 


. E. Crist, Chairman 


PUBLISHING 
COMMITTEE: 


INDUSTRY AND POWER {fi 


ST. JOSEPH, MICHIGAN 
Maximum Service to Advertisers Through Maximum Usefulness to Readers 


HAROLD L. FLYNN, Correspondent STANLEY E. COHEN, Correspondent 


» ¥ k Cat M I News f t Nation's capitol will be 
fA erin rublished regularly in INDUSTRY 
AND POWER under Mr. Cohen's By- 


and contributes 


ttee, National Conference 

f Bus ss Paper Editors, and Society 
ot Business Parer Ed:tors 


| 
ke. 
C. L. Seaman 
A. M. Roe 4 
O. D. Young 
W. J. Hargest ‘ 
E. W. F. Feller 
J. B. Klein 
ths i st st correspondent and reporter, he us Wash- 
wind HH t gton editor t Advertising Age and 
to Purchasing News. Mr. Cohen is a 
} \ embe t the Whuite u Cor 
«CF 
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Expands and Strengthens Editorial Staff For 
Unexcelled Service to the Plant Engineering Group 


WILLIAM J. HARGEST, Editor 


In publishing, Mr. Hargest has held positions as 
editor of American Exporter Industrial and The 
Machinist (London), and associate editor of Amer 
team Machinist and Ratlway Mechanical Engineer 
As a war correspondent, he covered stones on 
British ordnance and power production, operation 
ind maintenance of mechanized military equipment 
the effect of bombing of German war plants, and 
Jesign and production of German flying bombs and 
rockets 


During the early 1930's he taught mechanical engi 
neering at Pratt institute, and ote texts on power 
plant design and operation, heat engines, combus 


EUGENE W. F. FELLER, Managing Editor 


ling practical engineer with years 

in pervisory expe ce im steam and 

«x plants, Mr. I entered the pub 

msfing held nine y ag associate editor of 

} er. For the past two years he has been manag 
ing Edit t Operating Engineer 

June, 194 Supplement ¢ International 

ys Wi ecords that he is a graduate of Coyne 

nal Trade Scho ICS courses in steam and 


rical engineering, and industrial safety at Johns 
ns Umiversity. At the Safe Harbor plant of 


R. A. MOLLER, Associate Editor 


Pri t the editoral stafl of INDUSTRY 
AND POWLR two years ago, Mr. Moller worked 


years im the air-conditioning an ur-handling 
j 


aS Gesigne ama consulta } 
with Chrysler Corp. Airtemp Div; Ig Elecric 


Ventilating ( und Cardox Corp. as a researct 
and dev pment engineer in air conditronming, ta 
we fesign 1d COs retrigeratior For five 
vears he w istrict gine the nort? 
west f Westingl I ric Corp., B. F 
unt D H sf con ted 
td @ air-condit 2 1 pne t 
veving svyster and solving It Ting 
A. B. WHITE, Associate Editor 
A direct 1 the welding ze p tor © year, and 


esearch engineer tor six years at the Westinghous 


Research Laboratories, Mr. White has had wid 


experience im clectric power lization and distri 
Dutior He was engaged in many wartin researc 

projects, including electrical instrumentatior la 
jet propulsion and lear phys als te 
veloping manufacturing techn table ft 

mass production of equipment evolved th ib 
oratory. During this period, he obtained numer s 
patents on welding processes, power-supply equip 
ment, and electronic cont t He also super 


vised installation of equiprnent for Westinghouse’s 


tion of fuela, and mechaniws. He also edited 
cles for Mechanrcal Engineering, Journal of Applied 
Mechanics. and ASME Transactions. As consulting 
ngineer he has designed diesel-electric plants and 
team plants tor manutacturing processes 
Mr. Hargest is a member of The American Society 
f Mechanical Engineers, Institution of Production 
Fngineers (London), and Ingemeurs Civils de 
France. In 1946, he participated in organizing the 
World Eng mng Congress, and is a charter 
ember. He has served on many ASME committees, 
society's War Production Panel 
und the Oil and Gas Power, Metals Engineering, 
nd Railroad Divisions 


Safe Harbor Water Power Corp., he compiled in 
trons and trained operating and maintenance 


rsonnel when ¢t plant was put into operation 
After entering editorial work, Mr. Feller authored 
wo books in the power feld Air Compressors 
und “Instrument and Control Manual for Operating 
Engineers He has been active 1 the affairs of 


ngineering societies, including the National As 
sociation of Power Engineers, Natonal Associatior 
f Corrosion Engineers, Instrument Society of 
Amer ind the National Association of Re 


frigeration Engincers 


Mr. Moll came directly to INDUSTRY AND 
POWER trom t Baker Ice Machine ¢ As field 


epresentati } had complete charge of all low 
pressure and high-pressure refrigeration systems 19 
t.state a nd was directly responsible for 

t design and imsta lation 
A graduat f University of Alabama and post 
te otf Chicago Technical College, Mr. Molle 


Is BS degrees un Civil and Mechanical engineer 
ng. He us a registered professional engineer, and 
as be active in the American Society of Retrig 

ution Engineers and the American Society of 
Heating and Ventilating Engineers 


$ 100 welding laboratory 
Two years ago Mr. White jomed the Clark Equip 
r¢ ¢ of the untry s largest users of auto 
irc welding equipment. As welding engineer 
per iw ling perations and equipment 
id was responsible for original devel 
t forging a welding 
A gra f Notre Dan Mr. White holds d 
zg t KS trica gineering and MS i 


thon t at present is vice-f sident 


t AWS Michiana Sectr 


1950 
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— FRANK C. DONOHUE, Assistant Editor MARY MARGARET TYM, Production Manager 
During t war, M D se served A grauat t the Umiversity of 
warrant omecer Navy, special ‘ Miss Twm had sever Ss experience 
gu nd electron Before management before she came 
er the war and since, | S been in press STRY AND POWER. As “4 
+, x is W gineering an trated a remarkal bility for bring 
busin ticles of internationa ing order and organization to the mul- 
D at tr nginecr titude of details that are a part of maga 
wit xperience i trica zine publishing. Working with the 
ke that les 10 vears sdvertisine pas arranges print 
; . * : New York City ¢ shop schedules for the forms that make 


advertisers sell many 
a 
3 
3 — 
4 
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These 567 advertisers manufacture the components (parts, materials, sub- 
assemblies, and finishes) from which machinery, appliances, and equipment 


are assembled. And they long ago discovered this: 


All machinery and equipment whatever its function and market . . . is 
manufactured only after product-design engineers have designed it . . . and 


selected its component parts 


They have also discovered this: of all magazines published, Propuct Enct- 


NEERING is the only one, edited specifically for them, that product-design 


engineers voluntarily subscribe to, and pay to read. 


This is why they have made Propuct ENGINEERING a cornerstone in their sales 
planning place far more advertising in its pages than any other design 
magazine carries _ invest more advertising dollars to reach and sell the 
Propuct ENGIneeninc reader than are invested in the reader of any other 
technical monthly in the world. They know that this magazine gives them an 
unrivaled opportunity to build their sales future in every machinery and 


equipment field in one place, at low cost, and with profit-wise results. 


If you have a product component to sell to On1GiInaL EQUIPMEN’ 
Manuracturers, this one marketplace which sells all of them is the place to 


concentrate your advertising dollars 


THE MEN WHO DESIGN AMERICA’S NEW PRODUCTS READ 


A McGRAW-HILL PUBLICATION, McGRAW-HILL BUILDING, NEW YORK 18 
Member of the Audit Bureau of Circulations and the Associated Business Publications 
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The BOAT is 


only the 
BEGINIIN G 


everything from 
cleats to 
winches to watches 


YACHTING PUBLISHING 
CORPORATION 
205 42nd Street 
New York 17. 


‘ 9-0O715 


Trends 


A review, by business paper editors, of industry condi- 


tions that may influence industrial marketing procedure. 


Demand for Paper 
Now Leveling Off 


Paper and paperboard is the sixth 
largest U.S. industry, based on “value 
of shipment.” according to data com 
piled by the American Pulp & Paper As 
sociation from the 1947 Census of Manu 
factures. The pulp industry is 44th 

During the past 50 years the paper 
industry has grown five times as fast as 
the population, as shown by the follow 


ing APPA data 


1809 1949 

Pulpwood 

nsump 
tion 2,000,000 cords 20,000,000 cords 
Wood pulp 
produ 
tien * 1,000,000 tons 12,500,000 tons 
Paper, pay 
board 
2.256.000 tons 270,000 000 tons 
ipita 
consump 
thor Ibe tbs 
Populat 
thousands 1.799 149,215 
* These figures approximate in round num 
bers 

These figures are important long 


range trends. Presently, there is a level 
ing out of consumption, as distinguished 
trom an ascending demand, due perhaps 
te mayor strikes in other industries, Or 
ders and produr thon are running steady 
Prices are holding steady 

Because pulpwood is the basic raw 
material required for the manufacture 
of paper and paperboard, a noteworthy 
trend geographically concerns the vast 
expansion of the pulp and paper indus 
tries in the south. For example, Inter 
national Paper Co. is erecting a new 
pulp mill at Natchez. Miss.. te cost about 
$25 million: the new newsprint paper 
manufacturing plants of Coosa River 
Newsprint Co., Coosa Pines, Ala.. cost 
ng about $32 million, have jast been 
placed n *peration and many ther 
expansions could be cited Vincent F 
Warens, editor, Southern Palp & Paper 
Wanutacturer, Atlanta 


High Demand for Steel 
Amazes the ‘Experts’ 


\ few months age many steel people 
whed for less demand in the second 
artes Then as things became better 
ev looked for it in the third quarter 
Now they really don't know 
But the steel demand that is showing 
eth this month belies, for several 
least. any prediction that it 
will fall apart. It may be that many peo 
| lo net knew what “normal 


It is certain that the level of order 


volume now reaching the mills cannot 
keep up indefinitely. It is also certain 
that a lot of the present strength stems 
from the loss of more than 10,000,000 
tons last year due to the steel strike; 
and the loss of more than 1,000,000 tons 
due to the coal strike this year 

But that does not tell the whole story 
Demand even allowing for those losses 
that must be made up—is better than 
most steel people had dreamed it would 
be. Construction awards and activity 
have amazed the experts should there 
be any left. Orders from firms making 
ippliances are the result of a omuch bet 
ter consumer buying pattern than was 
theught possible 

Support from auto makers means 
much to the steel industry: they are tak 
ing close to 20°) of the industry's steel 
production. But the amazing thing is that 
except tor strikes the auto industry is 
showing no signs of slackening in its 
productien of cars 

There is only one conclusion left in 
gaging the steel business for the re 
mainder of the vear: it will be good. It 
will be better than most « Xperts or near 
experts had predicted. Total tonnage of 
steel to be made this vear may top BO. 
000,000 tons: earnings will be good also 
It is clear that the breakeven point has 
been lowered by many steel firms 

Major support will come from aute 
people, construction, appliance makers 
ind the host of miscellaneous users of 
-teel who have had a hard time getting 
as much as they wanted.—Tom C 
Campsect, editor, /ron Age, New York. 


Coal Uncertainty Helps 
Process Industries Future 


Major factors affecting the 21 pro« 
ess industries during the first quarter 
of 1950 have been: high level of plant 
operation coal strike, temporary steel 
shortage with subsequent price increase, 

ght lowering of plant equipment cost, 
ome price increases in chemicals, gov 
ernmental activity in legislation to regu 
late basing-point pricing practices, con- 
tinued shortage of venture capital to 
finance new constructions, and custom 
ury shifts in the technologic picture re- 
sulting from the ntreduction of new 
preducts and processes 


The trend towards the oil and gas 


wells as sources of basic raw materials 
r the organi hemicals industry has 
entinued as an issured coal supply 


Continued on Page 137) 
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Motths of planning by Pi) QUADRY'S 
ino sitim articles im the Milly on the 
critical problems thet the coment lindvetty, and on 
important develispments in that industry, 


ever the word, reoder: in the reap 
the benefitr of firsthand showing 
the uryent fon wits im industry's 
production facilities and is being dime about 
Something mut be done to siep op production 
to the tremuncdous demands fer cemen: end its 
prociucts meeded for the boge volume of ‘construction 


in ofl parts of the werd. 


couors 


far 1/3 md 1/2 for 1/2 and bees, $50 


Tell your product story in the 
important July PIT AND QUARRY— 


1W0-FOMD INDUSTRY JOB ISSUE 
What PT AND QUAN RY Editors will do: What we ask Manufacturers te dog 


neoded, And, you that equipment. 


As @ of equipmen), you pat la 
incust priiject ix vary impeortint. The sapgesth 
ond mtommeniiations of the editors ore of 
velesi the retiders get the supplies ood 


We invite te tell Your product story Wale 
July Comant-Milh Section. We weuld like te you 
pen on bmprossve, formative sent, this 
important iseve. Stress special feotwnrs, bower 
operating costs, increased eutpyi, typici!l heb 
ete, You ton perform great service ip tee 
and proft by too. 


3 | 
} influence 
« interest 
i circulation al 
a 
Now... Extra COLOR Value for you: 
| PITAND QuaRRY | 


coee 


The 16-page Rust-Oleum catalog designed and 
distributed by Sweet's in the industrial and 
construction fields. 
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“Our experience with Sweet's Catalog Service started 
with the entire reorganization of our old catalog. Sweet's 
then distributed 54,000 copies for us in the industrial and 
construction markets. 

“Not only did we get a vastly improved catalog from 
Sweet's design specialists, and the assurance that those 
54,000 copies would not be lost or thrown away, but we 
also saved several thousand dollars from our previous 
cost of printing and distributing catalogs. 


‘Since then we have developed an intensive program 
of sales promotion, built around the distribution of our 
catclog in Sweet's and using Sweet's distribution lists for 
direct mail and personal calls. This program has already 
uncovered many new customers and prospects, not to 
mention the many orders we received as a result of our cat- 
alog in Sweet's before our promotional campaign started. 

“Never before have we, or our distributors, been able 
to know positively that our catalog was in a definite, 
fixed place in the offices of our major prospects and cus- 
tomers. Sweet's has made this possible, and we feel our 
catalogs are now being handled more efficiently and 
more economically than ever before.” 


Robert A. Fergusson, President 


Rust-Oleum Corporation 


SWEETS MANDLES MORE CATALOGS THAM ANT OTHER 
IN 1950, OVER THIRTY-FIVE MILLION COPIES FOR 1148 Mawuractuetes 


DIVISION OF F. W. DODGE CORPORATION + 119 WEST 40th 


PEOPLE 


GETS THE INFORMATION... TO THE &1GH? 
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STREET, NEW YORK 18, N Y 


Here's the way 
Sweet’s Catalog Service 
works for you: 


CATALOG DESIGN 


Custom catalog design by Sweets starts with 
conwitetion with you to determine wat 
nformation is needed to bring about the 
buying action you desire — specification, 
request for soles call, direct order. Then 
follows organization of the information in a 
pattern for making your cotalog 
easy to use and to understand. Next comes 
selection of the most effective form for the ; 
cleorest statement of each foct—text, table, 
diagram, illustration. The result is a unit of 


buying information specially designed to 


bring you and your future customers together ' 
in the shortest time and with the least effort 


CATALOG PRODUCTION 


Becouse of the great number of manufacturers 


catalogs handied eoch yeor, printing by 


Sweet's offers you the economies of quantity 


production with no sacrifice of quality 


You may order your catalogs in any desired 


quantity — part to be distributed by Sweet's 


~ 


and part,if you wish, to be delivered to you 
'f you prefer, you may print your own 
catalogs and deliver them to Swee!s for 
filing and distribution, in which cose chorges 


are lower than those for the complete service 


CATALOG DISTRIBUTION 


When your catalog is distributed by Sweet's, 
it is delivered to prospects of top ronk { 
buying power in the markets of interest i 
to you. Sweet's spends more thon $150,000 \ 
yearly to locate, qualify and select the firms | 
and individuals who represent the bulk of 
buying power in eoch morket served : i 
Furthermore, your catalog remains in the 
office of each recipient, instantly occessibie 
ot all times. Thisis accomplished by 
distributing it in a bound, indexed collection 
(file) of manufacturers’ cotologs. According 
to thousands of users of these files, this is the 
most effective method of getting catalogs 
used by prospective customers 


| 
oA BETTER CATALOG JOB | 
| 
iJ 
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: 
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A good example of “automation” is the Joy 
Continuous Miner—a development of the Joy 
Manufacturing Company, Pittsburgh, Pa. Fully 
electrical in its operation, this mechanical 
behemoth rips coal from the seam face and 
automatically conveys it to the transportation 
equipment. Productivity rate has averaged as 
high as 100 tons per man shift! Schematic dia- 
gram shows the armature and field control for 
the 7 dc. motors totaling 180 hp. which power 
the various functions of the machine. 
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FOR IT.... 


Automation*® describes the process of converting to automatic operation 
something previously done by hand. 

ELECTRICAL MANUFACTURING readers are experts at it. These product makers 
—engineers and designers—are constantly striving to build more automatic 
operation, more electrical functions, into machines, appliances and equipment. 

ELECTRICAL MANUFACTURING is a prime source of their technical “know-how.” 
It is their authority on the application of all electrical 
characteristics to product design. 

Check any issue! See how each editorial feature dovetails with the 
basic interests of the men responsible for product development. 

Note that while the emphasis is on electrical design, the well-balanced 
content deals informatively with all related problems of product making .. . 
appearance styling, laboratory testing, production methods, also the selection 
and application of materials, metals, mechanical parts, equipment, finishes. 

ELECTRICAL MANUFACTURING is.patterned to the specific needs of a 
particular audience of loyal readers . . . the engineers and designers of all 
electrically operated products . . . an inviting target for 
thoughtfully prepared advertising. 


*Word coined by the Ameri- 
can Society of Tool Engineers 


@ EDITED TO THE SPECIFIC INTERESTS 
OF THE ENGINEERS AND DESIGNERS OF 
ALL ELECTRICALLY OPERATED MACHINES, 
APPLIANCES, APPARATUS AND EQUIPMENT 


THE GAGE PUBLISHING COMPANY 


Publishers to Industry Since 1892 
1250 SIXTH AVENUE e NEW YORK 20, N. Y. 
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IN THE U. $. A—IT’S 
METAL PRODUCTS 


IN LATIN AMERICA 


TEXTILES 
DOMINATE 


the industrial scene 


HERE IS THE 
MARKET 


a 
WS 


f 


FR EXTRAY 


TEXTILE MACHINERY, vg 


Over $100,000 000.00 extra for U. S. teatile 
machinery monulocturers from export mor 
bets in the first eight months lost year. One 
thied of this ($33.797.000.00) wos taken by 


Latin-American mills 


latin rean husiness good busine se 
It does not depend on shot-inthearm 
financing, Marshall Plan or other grants 
inaid, It depends solely on the prefer 
ence for American equipment created by 
American manutlacturers, The vast ma 
jority of textile equipment manufacturers 
wee TEXTILE PANAMERICANOS to 
treate and maintain preference for their 
equipment in Latin-American mille, It is 
the low-cost wav to de the job effectively 


Because the United States bave millions 
of dellarse im coffee, rice, oils, ores and 
other products from Latin-American 
countries, they have a continually-replen 
ished fund ef dollars for the purchase 
of designated essentials. In these licts of 
essentials, textile machinery stands very 
high. It gets preference for available 
dollars in almet every country where 
lellars are controlled This results in 


EXTRA sales for these whe go alter the 


a 
sells them because 
it “talks their longuage.” 


ALES 


570 Teh Ave.. New York Y 


Industrial Shows 


May 810. Liquefied Petroleum Gas 
\-sociation, Palmer House, Chicago 

May 812. American Textile Na 

ry Exhibition, and Associated In 

dustries, Atlantic City 

May 8-12. Convention and Exhibition 

the American Foundrymen’s Society 
Public Auditorium, Cleveland 

Mav Midwest Automotive Show 
Navy Pier, Chicag 

May 17-20. 64th Annual Convention 
& bxposition, National Association of 
Master Plumbers, Civic Auditorium. Sar 
Francisco 

May 21-26. American Water Works 
\ssociation, Convention Hall, Philadel 


plia 
May 22.24. Industrial Supply & Ma 
hinery Show, Atlantic City 
Week of May 22. National Marine Ex 
presi tion New York City 
Mav 29-June 9. Canadian Internation 
| Trade Fair, National Exhibition Park, 


lor mite 


lune (date not set American Socrety 
for Testing Material Atlantic City, 
Jeane date not set). American So 


ety of Industrial Appraisers, Dallas 
Tex 

Confectionery Industries 
Exposition, Grand Central Palace, New 
York, N. ¥ 


lune 11-15 hlectroplater- 
Annual Convention. Hotel 
Statle 

lume 12-14. International Convention 


ind “Inform-a-Show,” National Associa 
tion of Purchasing Agents, Cleveland 


lune 12-16. National Oil and Gas 
Power Division Conference and Exhibit 
Lord Raltimere Hotel, Baltimors 

August (date not set). Western Pack 
Exposition & Conterence, 
\ucditerium. San Francisee 

\ Ist S. International 
Trade Fair, Navy Pier, International 
Amphitheatre, Coliseum, and Arena 


Aug. 15-19. National Power Show of 
National Association of Power Engi 
eer Hotel Jefferson, St. Louis, Mo 
An 831. Metal Mining Convention 
ind Exposition, Fairgrounds, Salt Lake 
(itv. Ltah 
Sept date not set Biologic al Pho 
tegraphic Associatit American Medi 


Sept. 5-9 National Chemical Expo 
int cago 

sent 11-23. National Graphix Arts 

International Amphitheatre, 


( Chicag 
il Builders Hard 
hy St. M 
~ bift National Ir 
ment Cor M 


Fair, Advertising Specialty National As 
sociation, Paliner House, Chicago 

Sept. 26-29 Industrial Packaging & 
Materials Handling Exposition. Phil 
adelphia. 

Sept. 26-29. Lron & Steel Ex position 
Public Auditorium, Cleveland 

Sept 29-Oct. 8. National Television & 
Electrical Living Show. Coliseum, Chi 
cago 

Oet. 26 Exposition (as A pphance- 
& Equipment and American Gas Asso 
ciation, Convention Hall, Atlantic City 

Oct. 3-6. National Brewing Industries 
Exposition, Convention Hall, Phila 
delphia 

Oct. 3-5. National Lubricating Grease 
Institute, 17th Annual Meeting, Roo-« 
velt Hotel, New Orleans, La 

Oct. 4-6. Direct Mail Advertising A- 
~««iation, Hotel Roosevelt, New York 

Oct. 7-9. American Institute of Laun 
lering Exposition, Boston, Mass 

Oct. 7-14. International Dairy Show, 
Indiana State Fairgrounds, Indianapolis 

Oct. 8-11 National Institute of 
Governmental Purchasing Sth Annual 
Conference & Products Exhibit, Mil 
waukee, Wis 

Oct. 15-18. Publie Works Congress & 
Equipment Show, New York 

Oct. 16-19. National Exhibit of Build 
ing & Maintenance of National Associa 
tion of Housing Officials, Statler Hotel 
Detroit 

Oct. 16-20. 38th National Safety Con 
gress & Exposition, Chicago 

Oct. 16-21. Dairy Industries Expos 
tion, Convention Hall, Atlantic City 

Det 23-27 1950 Convention of 
National Metal Congress & Expositior 
Chicage 

Oet, 23-27. Business Show 
of Office Executives Grand 
Central Palace, New York 

2 Annual Meeting 
American Society of Agronomy, Cin 
cinnati 

Nov. 6-10 sth Annual National 
Hotel Exposition, Grand Central Palace, 
New York 

Dex 8. Automotive Service Indus 
tries Show. Pier, Chicago 


1951 

Jan 16-18. Nerthwester: 

lan 21-25 National Association of 
Home Builders. Chicags 

lan. 22-26. 10th Heating & Ventilating 
Exposition Amer uw 
Heating & Ventilating Eng ers, Bell 

Stratterd Het I’ rdely na 

lar > thw 

« Conventic Kansas Citv. We 

bel Automotive Manufacturers 
\ (rand Central Pa 
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Sept. 24-27. Advertising Specialty Sherman, Chicag 
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it can sell to ceramics! 


For thirty years Ceramic Data Book has been selling equipment, 
materials and service to the 3.5* billion dollar ceramic field — 
glass, porcelain enamel, pottery, clay products, refractories. 


7000 copies blanket ALL ceramic plants in America— 
and plants in 47 foreign countries. 


If you sell or want to sell this billion dollar industry, you can 
get added profits from a catalog in this sales help. 


! 
; 
} 


Complete coverage 
in ALL ceramic plants 
in America—and 
distribution in 47 
foreign countries. 


Ceramic Data Book 
5 Sovth Wabash Avenve, Chicago 3, Illinois 


*Hobart M. Kraner 
Bethlehem Steel Corp 
Bethichem, Pa 
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e They talk local bids and 
awards — information vital 
to your customer's business. 


They talk local news—people, 
places, events . . . from your 


customer's home territory. 


They talk loca! dealers—telling your cus- 
tomer “where to buy” in his home territory. 


They talk about Joca/ people men familiar to 
your customer .. . from his home town. 


Add these features to coverage by market area, 
the ability to concentrate coverage and 62,000 
construction reader-buyers. These are selling 
reasons why A. C. P. Regionals are 
your best buy for 1950 — or any year! 


A. C. P. Regional Publications 


@ Construction Bulletin 
Minneapolis, Minnesota 
@ Construction Di 
@ Constructioneer 
Newark, New Jersey 


@ Construction News Monthly 
Little Rock, 


Contractor 

@ Michigan Contractor & Builder 
Detroit, Michigan 

@ Mid-West Contractor 
Kansas City, Missouri 

@ Mississippi Valley Contractor 
St. Louis, Missouri 

© New England Construction 
Boston, Massachusetts 


@ Southwest Builder & Contractor 
Los Angeles, Califomie 


@ Texas Contractor 
Dalles, Texas 


@ Western Builder 
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Seles Powe! | ASSOCIATED TIONS 

adress ___---- REGIONALS 


*Typical Metal Progress Reader 


@ Metal Progress has been a constant and successful 
producer of results for stainless steel advertising. 
The success results from the fact that nearly 10,000 
Metals Engineers out of a total of 20,595, are already 
using stainless steel of one type or another. More 
than 88%t of these men have buying influence— 


they specify, recommend or purchase metals, equip- 


ment, processes and services used by their companies. 


t From a recent indeperdent wrvey 
A copy is yours for the asking. 
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“/ will look to Metal Progress 
for help in doing my job.” 


Over 99%t of these men—men that you must 
reach to sell products or services used in the metal 
industry—read advertising in Metal Progress. And 
during a year over 76% of them acted on that 
advertising. 

Republic Steel knows how to reach these influ- 
ential men. It uses Metal Progress. We suggest that 


you do the same. 
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“The Directory Picture 


Ma Nutshell 


All Other 7,612 


personal call 


“MACRAE'S BLUE BOOK 
PURCHASING DIRECTORY 


Total Circulation 24,805 


*Date Source: CCA and ABC 
Stotements for December, 1948 


88% more Manufacturing circulation 


And that's quite a bonus, especially since CONOVER- Paper Mill Machinery Manufacturer. “I find that it is the most 


Mast PURCHASING DrrReEcToRY is confined to the complete and the most convenient to handle of any of the several 
Jirectories which we have had in the past four or five years. I also 

larger plants — those that do from 80°; to 90°; of the find that every day I rely on it more and more, and certainly would 


buying. These industrial buyers refer to the Con. not like to be without it " Signed— Purchasing Agent 
sands of times daily. Here is what some of them tell ently using.” Signed— Purchasing Agent 
us—and it is typical of the experience of industrial 


Manufacturer of Floor Finishes and Equipment it is the most 
executives who have available to them practically und of the tasks Gast have.” 
all directories and other information sources Agent 


Power Plant and Electrical Equipment Manufacturer We use this Chemical Manufacturer. “We find this directory is our shortest cut 


directory exclusively for locating sources of all types of material and for purchasing information Signed~— Plant Buyer 


machinery used in conjunction with our plant production, construc Direct quototions from signed company letters on file 


‘ > eats ves for ree of o 
tion, and maintenance, and would be at a los ra source infor in our Now York office. Nemes evelleble on request 
mation without this directory Signed Industrial Engineer 


It will pay you to be represented in the CONOVER-Mast 
piled that very little time is lost im finding the necessary informa PURCHASING Directory by adequate space to illustrate 
tion.” Signed Chief Tool and Equipment Engineer and describe the uses of your product 


Railroad Equipment Manufacturer it i ao completely com 


Issued Semiannually 


11. 737 North Mich 4 6612 
few Yoru 17. ¥_ 205 East 42 Murray Hull 9 3250 
Clevetend 14 Ome 635 Cherry 
Whitney 8055 
Cyowye 4971 


Detrort, Mich. 12639 Toller Ave Texas 4.0521 
Mess 9 Ear! St Teenton 2.1987 
Rochester 10% ¥ 68 Macher Drwe 4) Town of Brghion 
Westport, Conn. Bey St Westport 7 3106 


Little Felts, Viewmont Terrace Lottie Falls 41419 


For the Widest Coverage of Industrial Buyers 


| See Your Agency 
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Increasing demand for castings SX 
has stepped up foundrymen s interest in 
modernizing their and mech- 
anizing operations. They are looking 
for sV equipment, accessories and sup- 
plies that promise greater Sa 


per employee, reduction of costs, ELEY 


elimination of waste. If your products. can 


help solve these problems, foundrymen 
want to know about them—and will look 
for them ;s in THE FOUNDRY. 


THE FOUNDRY gives you a receptive audience, for 

your sales messages, of 35,000 executive, technical and pro- 
duction men. They make up the buying team which is in 

a buying frame of mind. Cash in on the interest this 
audience is showing today in advertisements appearing in 
THE FOUNDRY 


A PENTON PUBLICATION 
PENTON BUILDING, CLEVELAND 13, OHIO 
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. 250 inquiries from people all 
over the country. | believe this is 
the best results we have had yet 
from any news story appearing in 
any magazine... .” 

W. M. Barr 
W. M. Barr Company 
Memphis, Tenn 


each month 


You get action from TSN’s easy-to- 
read-easy-to-reply-to-format — action 
in the form of sales producing in- 
quiries from the men you want to 
reach in the transportation industry. 
TSN's advertising volume in- 
crease is direct proof of the sales value 
of the inquiries TSN is pulling each 
month. 


Plan now to run a test campaign and 
see how TSN can help increase adver 
tising effectiveness. Write today for 
latest data. 

TSN ts f a tamily of & specialized 
services devoted cxclusively to the transpor 
tation mdustry 

TSN. snow its offilicted with 


the Traffic World, $20 year transportation 
weet y foun jean 07 


Transportation 
Supply News 
418 MARKET CHICAGO 7, ILL. 


New Yort 17.122 4200 


ly Problems 


By KEITH J. EVANS 


Advertising Cost by Time 
or Publication 
As you probably know, classified 
telephone directory companies bill 
for space and listings on the basis 
of so much a month. If they delay 
in getting out their next directory 
for a month or two, they simply bill 
you for the extra months even 
though there was no cost involved 
to them. This does not seem quite 
right to me—what do you think 
about MaANnacex 
This is a practice the telephone di- 
rectory companies have used for many 
years. Charges are based on the num- 
ber of months the directory is in use. 
figuring that if the directory continues 
in use, it continues to serve you. 
From our experience, they have 
been fairly dependable in their pub 
lishing dates and only occasionally 
find it necessary to bill you for addi 
tional months on an old directory. In 
cases of this kind, as far as we know. 
there has always been a good reason. 
However, technically and from a 
local standpoint, | suppose you might 
be obligated to pay so much a month 
for quite a few months regardless of 
whether or not they publish a new 
directory. On that basis, it might be 
considered unwise to sign your con 
tract based on a rate per month but 
rather place your own order on the 
basis of a certain cost per issue. Since 
certainly it is not their purpose to 
take advantage and as the telephone 
company is anxious to publish at fre 
quent intervals in order to include the 
new telephones, we do rat believe you 


have much to worry about 


Static Trademarks 
We have no trademark. However 
recently our general manager 
brought in a static design which he 
suggested that we adopt at once 
| have asked for time to study the 
whole question of trademarks and 
am heping for something better 
than the original suggestion. Have 
you any comments that would prove 
helpful? Apvertisinc Manacer 
You are smart to beg for time in 
order to develop the best trademark 
because if you adopt one, it probably 


will be with you for many, many 
vears, if not forever. 

1. In the first place, check with all 
your competition and make sure that 
whatever you prepare is not similar 
to any competitive mark. 

2. Develop a trademark that is 
simple, easily remembered and pleas- 
ing in form. 

3. Try if possible to get a trade- 
mark that while tying in closely with 
your business may have some life and 
interest in itself. For instance, Alle- 
gheny Ludlum has its five-cornered 
star, “Al.” with the indication of a 
happy face beaming out from the top 
part of the star. They have very 
cleverly brought their trademark to 
life in various advertisements. 

1. Try to develop a mark which is 
attractive in one color but will lend 
itself to additional colors when addi 
tional colors are necessary. 

5. Submit your trademark to the 
lL. S. Patent Office before adop- 
tion in order to check all duplications 
and to be sure that it can be protected. 

If you call in reasonably good tal- 
ent to help you and if you take these 
few steps, you should come up with a 
trade mark that will be a definite as- 
set to your company through the 


vears. 


Welcome Booklets 

We have seen a number of wel 
come booklets published by other 
companies. Today management 
asked me if I thought we should 
have one for our company. Do you 
have any information on this sub 
ject’ How important are they? 

When is it desirable to print one? 

Apvertisinc Manacer 

Many companies have added to 
their good will by preparing small 
booklets which are presented to all 
visitors who come to their plants. 
Some of the booklets make a special 
play to salesmen so that they will be 
sure to feel at home and see just the 
persons they wish to call on. 

The first companies to do this un 
doubtedly received very wide acclaim 
and while it was difficult to measure 
the value. it undoubtedly was a good 


(Continued on Page 134) 
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PRODUCTION’s July 


The RACINE ROUND TABLE . . . conducted by PRODUC- 
TION at the Racine Council's invitation . . . will highlight 
tooling, processing, cost-control, engineering problems 
ond moterials . . . and will be reported completely in 
PRODUCTION'S July Issue. This important discussion with 
60 Works Manager members covers today's manufac- 
turing methods and problems among the men who specify, 
opprove and buy more than 100 million dollars worth of 
your products .. . the men who read PRODUCTION. In 
addition, new processes, equipment and methods being 
used in the Racine area—developments of previous 
Council discussions—will be presented in our exclusive 
“STREAMLINED PRODUCTION.” 


feoture ... 


Organized in October, 1949, the Racine Council has 
enjoyed outstanding success in streamlining production 
and operating problems in this area through a unique 
method of inter-plant exchange of men, materials and 
methods. The results of this discussion, as reported in 
PRODUCTION’S July Issue —will provide PLUS readership 
to any advertiser becouse .. . 


By invitation of 


WORKS MANAGERS’ COUNCIL 


RACINE, WISCONSIN 


every reader will receive ao pre-publication letter 
ennouncing this important Conference 


in terms of readership, this Issue will have repeat 
usage as o Reference Number 


Works Monagers and other key production men will 
use this issue as a guide to follow the Racine Pattern 


PRODUCTION'S editors conduct Round Tables from six to 
twelve times a year with top production executives in as 
mony different industrial centers. At each conference 
“free-for-all” discussions are transcribed on tape recorders 
and presented to the readers of PRODUCTION in the 
next issue. These men, representing the dominating buying 
influences in your market, frankly discuss whot they are 
doing and how they are planning with regard to mass 
monufacturing problems for a five to six hour period. 


Other areas are going to recognize both the need and 
advantages of the Racine Production Pattern, and many 
will adapt it to their own requirements. For this reason 
PRODUCTION'S July Issue . . . in terms of reader- 
occeptonce . . . is an ideal opportunity to get across 
your sales message. 


LAST FORMS CLOSE JUNE Ist, 1950 
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INGENIERIA INTERNACIONAL CONSTRUCCION @ 
is helping 


164 U.S. firms 
cash in on the if 


$ 160,000,000 


construction market 


in Latin America 


There's a big demand for LS, construction and min business magazine have declared their interest in 


ing equipment and machinery in Latin America right editorial and advertising content that audited 

now and plenty of room for growth within the next reports from the Audit Bureau of Circulations pro 

ten years. Estimates indicate that this year alone pur vide the true yardstick of advertising evaluation. oi 

chases will represent 56° of the total L. S. exports If you want to develop your export sales of con ‘ag 

of this type sold abroad — all backed up with dollars struction and mining equipment in this big Latin a 
To reach economically the right people who make American market call your local MeGraw-Hill repre id 

the buying decisions in this important market is the sentative, He will give vou full information and re Na 

job of an audited business publication. 164 U.S. ports on how Ingenieria Internacional CONSTRU¢ ak 

manufacturers have currently selected Ingenieria In CION reaches vour best customers. Or, if you wish, 1 


ternacional CONSTRUCCION to carry their sales write MeGraw-Hill International Corp., 330 West 


message, They know readers who pay money for a b2nd Street. New York 18. New York 


C80) In Export. Only MeGraw-Hill International Publications Give You... 


: oo 


© ABC Audited Circulation... @ A Perfect Climate for Selling ... @ Experience in World Business... 

you know who uw reading your sales mes- audits of paid subscriptions and renew- counselling, research, translations, mer cr 
age and where thev are located in your als show vitality and interest of readers chandising are available to all manu F 
xport market facturers 


INTERNATIONAL CORP. 
Me R VV - | World-Wide Headquarters . 
for Business Information 


BRANCH OFFICES — Atlanta, Boston, Chicago, Cleveland, Dallas, Detroit, Los Angeles, Philadelphia, Pittsburgh, St. Louis, 
San Francisco, Washington, Buenos Aires, London, Rio de Janciro, Wexico City, Frankfurt, Paris, Bombay, Melbourne, Tokvo 
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Three working concepts for 


INDUSTRIAL MARKETING 


Organizing 


MAY, 1950 


and Managing 


Industrial Market Research 


AG OSTOF US know a star salesman 
4 who was made sales manager 
and flopped. 

He proved that success in the field 
does not guarantee management abil- 
ity. 

A parallel is the brilliant scientist 
who bungled the direction of a tech- 
nical research staff. In the same class 
is the commercial research analyst 
whose competence in individual re- 
search projects does not insure his 
ability to direct even a small staff in 
projects of the very sort he carries 
out so skillfully himself. 

Probably the 
ments in effectively organizing and 


minimum require 
managing a commercial research staff 
are these: 

1. Set a specific objective. 

2. Decide staff functions for achiev- 
ing the objective. 

3. Plan the organization for per- 
forming these functions. 

4. Choose personnel carefully. Fit 
personnel to the job, not the job to 
the personnel. 

In measuring up to these require- 
ments, we at L. S. Steel do not be- 
lieve that what we are doing is per- 
fect nor that it has reached the ul- 
timate peak of its development. But 
our work has led us to the develop- 
ment of certain working concepts and 
principles of commercial research 
management. Those concepts, embel- 
lished with some of our day-to-day op- 
erating practices, are as follows: 

l. Every research staff needs an 
objective. | do not mean a vague. gen- 
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eral, tacitly-understood objective. 
Rather, | am speaking of an objective 
written in specific terms, clearly ex- 
pressed in simple English, known and 
understood by those whose assign. 
ment is to achieve it, and most im 
portant, agreed upon and understood 
by top management. 

How can we know what we are try 
ing to do, and when we are adequate- 
ly doing it, unless we write down our 
objective and agree with our prin 
cipals that it is an accurate statement 
of what we are expec ted to accom- 
plish? Yet I will wager that some of us 
have never taken this fundamental 
step. In fact, some of us might be sur 
prised at just what our managements 
believe we are trying to do for them. 

Few of us would undertake even a 
minor market research project with- 
out first setting down in black and 
white just what we are trying to ac 
complish or find out. Still | know from 
observation that many a commercial 
research department has never thus 
nailed down its over-all job. 

Although the objective as finally 
written for U. S. Steel's commercial 
research division consisted of less than 
60 words, this was no quick nor easy 
job. Many points of view were pre- 
sented, discussed, and reconciled: 
many drafts were made and revised: 
numerous conferenc and meetings 
were held before a statement satisfac- 
tory to all parties was evolved. 

2. Staff functions for achieving the 
objective should be decided at the out- 


set. Heed these warnings: 


By BAY E. ESTES, JR. 
Director of Commercial Research 
U. S. Steel Corp 

Pittsburgh 


a. Write out the functions in spe- 
cifie language, using each word ad. 
visedly, and stating clearly what is to 
be done. At U. S. Steel we found it 
necessary, however, to exercise ex- 
treme care to make certain that the 
very exactness of the language used 
did not narrow the function unduly 
and leave those areas not mentioned 


specifically in the realm of doubt. 


Cut Out Statistics 


b. Eliminate from your functions 
ell statistical work of an internal na- 
ture. | know full well that many com- 
mercial research organizations have 
developed as an outgrowth of sales sta- 
tistics units. Sales departments felt 
the need of statistical information and 
set up organizations to collect and 
analyze such data. 

Such organizations rather naturally 
branched out into the development of 
market data to place along side that 
originating within the company itself, 
We have found, however, that the sta- 
tistical organization attached to the 
accounting or comptroller’s depart- 
ment is much better equipped than 
commercial research to perform this 
sort of function. Commercial research 
should call on them to provide ready- 


(Continued on Page 138) 
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GIVING THE SALESMAN more knowledge to help him make his own decisions 
is an aim of Black & Decker clinic sales meetings, where demonstrator has each 
salesman operate a tool he sells to learn its operation and benefits more completely. 


Decentralize Your Sales 


Force for More Effectiveness 


When you as sales manager deal daily with salesmen of varying personalities 
and methods, you tend gradually to issue instructions to those who are not per- 
forming as you think they should. It takes restraint to keep from so doing. But 
tolerance and willingness to grant each man the power and the right to meet and 
solve his own selling problem will eliminate the salesman's chief hindrance— 
which is a dual responsibility to you and the customer, rather than to the customer 
alone. Elimination of that hindrance will increase the salesman's productivity— 


and will enrich your company's source of future sales managers and top exec ti es. 


By GLEN H. TRESLAR 


ECENTRALIZATION of the sales 

force seems to imply decentraliza- 
tion of the structure of the sales or- 
ganization, as it might appear on an 
organization chart. 

To avoid confusion, | want to em- 
phasize that my remarks are not con- 
cerned with organization in this sense. 
Instead, my remarks will apply only 
to the decentralization of sales force 
control, that is, to the latitude of re 
sponsibility and authority given to 
the field representative. 

An organization, to work success- 
fully under decentralized sales force 
control, should have the following 
basic qualities: 

1. Each individual in the sales 
group should have received complete 
sales training and should have been 
thoroughly schooled in the product or 
products he is to sell. 

2. The company should have a 
policy of promoting from within its 
own ranks, thus encouraging a desire 
on the part of each individual to do 
more than an average job, so that he 
might advance to a better position. 

3. The sales manager of the com- 
pany should expect from his group, 
loyalty and honesty, and place these 
two virtues at the top of the list, with 
no doubt left that failure to observe 
them will result in dismissal, regard- 
less of the vears of service of the em- 
ploye. 

4. Compensation should be equal 
to, or above, average rates paid for 
similar work. There should be some 


i 
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form of incentive, such as straight 
commission, bonus on volume, or any 
one of the other numerous methods 
used wherein the compensation is 
tied directly to the job being done, 
rather than an arbitrary salary with 
no means of increasing pay except 
by periodic merit increases. 

>. Preferably the sales executive 
should have experience on the exact 
type of work his sales force performs, 
so that he knows the limits within 
which the average individual can op- 
erate and not ask for more than is 
possible. He should supply leadership 

but be tolerant and considerate 
thus establishing a field of mutual re- 
spect between executive and employes. 

Keeping these five fundamentals in 
mind, it is my belief that any « ompany 
operating on a national or internation- 
al basis, can accomplish more by de- 
centralized than by centralized sales 
control. 

A sales force, completely controlled 
by the home office, will always be 
limited in that its collective thinking 
will correspond to the knowledge of 
the control group. Should the sales 
direction be mediocre, you will get 
only average performance; whereas, 
if you practice decentralized control. 
vou obtain free and independent ac 
tion from each salesman 

Our own outside organization in 
the United States and Canada is com 
posed of 21 branch managers, 76 
salesmen and 200 service employes. 
This force is housed in 20 main 
branch buildings in as many cities, 
with 8 sub-branches in, less important 
trading areas. Each branch and sub- 
branch is completely equipped for 
rendering sales assistance and servic 
ing all products of our manufacture. 

The individual branch is composed 
of a branch manager and, on the 
average, four salesmen and 10 service 
employes. The service employe branch 
organization includes a service engi 
neer (as supervisor), repairmen, 
a shipping clerk and necessary 
stenographic assistance. 

T he territory covered by the branch 
is well defined as to boundary lines. 
To all intent and purposes, you might 
term each of our territories an in- 
dividual business. The branch man 
ager is vested with full authority to 
run the territory, including the final 
decision in choosing and eliminating 
branch personnel, and deciding on 
the distributors to sell or not to sell. 

He will not encounter interference 
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in any way from the home office, as 
long as he operates within the over- 
all policy of the company and proves 
capable of conducting the affairs of 
business on a highly ethical basis. He 
is free to use his own ideas to best 
attain the volume of sales predeter 
mined annually for his territory. 
The sales forecast made up at the 
home office is an honest one, deter- 
mined through the use of basic sta- 
tistical data and conference with the 
manager involved. Just as the home 
office confers on the branch managers 
full responsibility, he in turn details 
this responsibility down the line to 
salesmen and service engineers. 


Directs and Coordinates 


\s a result, the person in our sales 
force, who comes in contact with our 
users and prospective customers, has 
full authority to make on-the-spot de- 
cisions. This system, in our opinion, 
engenders greater respect on the part 
of the customer for our field men, 
and permits them in turn to handle 
the company’s affairs—at the point 
of sale—to the best interest of all 
com erned. 

The vice-president and sales man- 
ager has on his staff the general serv- 
ice manager, who directs and coordi- 
nates all service operations but who, 
outside of routine procedures, makes 
no move in the individual branch 
without approval of the branch man 
ager. The sales manager is in com 
plete charge of all outside sales op- 
eration, but apart from insisting on 
the over-all policy of being maintained 
and acting as arbitrator on contro- 
versial matters between territories, 
leaves the running of the branch to 
the manager. 

The sales manager is thus relieved 
of details and spends his time in de- 
veloping programs that will secure a 
greater share of the potential. He is 
constantly fed ideas from his man- 
agers, and in my estimation, these 
ideas secured from across the country 
by men in direct contact daily with 
our customers and prospects, are 
more sound than could be produced 
by a large headquarters staff. 

We no doubt are unusual in our 
method of compensating our outside 
sales force. In the first place, | might 
say that our service employes are paid 
an hourly rate. Although they are un- 
der the jurisdiction of the branch 
manager, the payment of their sal- 


aries is made from headquarters in 
accordance with a merit rating sys- 
tem approved by the branch manager. 

The sales force is paid on a straight 
commission basis. We determine, 
through agreement with the branch 
manager, the commission rate that 
will be applied to the territory for a 
given calendar year, and issue from 
Towson once each month a check to 
the manager only, covering his com- 
mission on all products of our manu- 
facture shipped in his territory dur- 


ing the month. 

We have a formula for establishing 
the percentage of his total commission 
to be disbursed to the salesmen. This 
percentage is computed and can be ad- 


justed in a conference between the 
sales manager and the branch man- 
ager. Once established, the branch 
manager receives his « heck eat h month 
and in turn pays to his salesmen that 
percentage to which they are entitled. 

Thus, excepting service employes, 
we only pay from headquarters 21 
sales personnel—the branch managers. 
The branch manager in turn issues 
his own personal check to his sales- 
men. This, however, is only a method 
of payment, as we make all social se 
curity deductions, etc. from our com- 
plete sales department at Towson. 

Another item that we completely 
eliminated was expense accounts. We 
have felt that no person at a head 
quarters office can audit salesmen’s 
expense accounts each week with any 
degree of accuracy. In most companies 
it is a source of disagreement. 

But to anyone with experience, it 
is not a difficult job to determine in 
advance the approximate amount it 
will require a man to travel a given 
territory. As we see it, there is no 
reason in the world why this amount 
should not be given to the man in ad- 
dition to his regular salary, and let 
him determine how he spends his ex 
pense money. 

Consequently, our commission rates 
are set to not only include salary, but 
also include expenses, 80 that we have 
completely eliminated the necessity 
of weekly expense accounts. Each 
traveling man, however, does render a 
monthly expense report to our audit- 
ing department, so that this amount 
can be deducted from the amount of 
commission paid him, and withholding 
tax can be deducted from his salary 
less expenses, 


It is our desire that our men use 


(Continued on page 120) 
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a AT variety of investigations 
and studies have passed under the 
name, “readership survey.” 

We are concerned here only with 
the type conducted by advertising 
managers when they seek outside 
opinions as a guide for deciding in 
which publications to advertise. We 
would like to undertake to 

lL. Clarify the purpose and function 
of this type of survey 

2. Point out the principal causes of 
failure 

Suggest wavs of overcoming 
some major difficulties 

Advertising ts a silent partner of the 
industrial equipment salesman, work 
ing for him when he is not present 
building product acceptance and good 
will, keeping interest alive with the 


Me 


key executives he regularly sees and, 
even more important, making friends 
of other important men whom he is 
unable to get in to see. 

Consequently the best publication 
for your particular job is the one 
that makes effective contact with the 
greatest number of individuals who 
are the most important factors in your 
sales picture. The way to find out 
which publication will do that is to 
identify these individuals by names. 
titles and plants, list them and then 
ask them a few direct questions that 
will give vou the needed information. 

Most such survevs are done wholly 
by mail, but if vou can interview sev- 
eral of these men personally, you pro 
vide a valuable addition and a useful 


check on results 


Why readership surveys 


and how to right them 


gO wrong... 


By ROBERT B. LUCHARS 
Industrial Pre 


Ne w for 


If the effectiveness of your advertis- 
ing depends upon getting to the right 
people in the right plants, that must 
obviously be your first consideration 
in planning a readership survey. If 
the vice-president in charge of manu- 
facturing, the shop superintendent or 
the works manager is the man who 
exercises final approval or veto power 
on equipment purchases, he is the man 
to ask for an opinion. 

If you make your questions brief 
and to the point, you'll generally get 
answers that will also be to the point. 
If you try to put him over the jumps 
with a long list of time-consuming 
questions, you'll probably get nothing, 
or be referred to some subordinate 
whose opinion doesn’t really count. 
That's a sure-fire way to exclude 
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opinion that is most valuable and most 
representative of important buying 
power. 

Many industrial publications carry 
“company” subscriptions, but as com- 
panies can't talk, the only way to sur- 
vey the company’s opinion is to ques- 
tion the men who exercise important 
buying power. Of course, you won't 
get answers from all of these key men, 
but if your survey is aimed properly 
and sent to these men and no one else 
in the company, the results will be 
highly interesting, dependable and 
will reflect high-grade opinion. 

\ satisfactory survey job hardly 
can be done by using a miscellaneous 
assortment of names taken from the 
ordinary customer and prospect files. 
For best results a carefully built, 
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special list must be prepared for this 
particular purpose. 

Otherwise, no matter how well your 
survey is conducted, the findings will 
be unreliable and perhaps even mis- 
leading. In building a list that will 
get your inquiry to the “right people 
in the right plants,” it is necessary to 
remember that the amount of buying 
power authority resting in different 
individuals’ hands varies immensely. 
Two variables are involved. 

First. it is perfectly obvious that 
the buying power of, let's say, a large 
automobile plant is immeasurably 
greater than a small machine shop in 
which there may be three or four men 
employed beside the owner. On paper 
‘in an ABC report, for example}, sub- 
~ riptions for two such companies 


DIAGRAMS (each representing a case 
history) illustrate a sales condition 
prevalent in the field, and seldom con- 
sidered. Figures in white are men 
whom industrial salesmen contact most 
regularly. Figures in black are not 
usually accessible to salesmen, and are 
thus left uncultivated. There are ex- 
ceptions, of course, since some sales- 
men have entree to different “inacces- 
sibles”; but diagrams typify a sales 
situation that exists generally 


would rank evenly, as there is no prac- 
tical way of expressing in such a report 
the relative buying power involved. 
Many readership surveys have this 
weakness. 

Second, a great difference obvious- 
ly exists in the buying power of dif- 
ferent individuals in the same plant. 

These variable factors are capal le 
of altering and perhaps completely 
reversing conclusions that might other- 
wise be drawn from a set of surface 
statistics. The affirmative vote of a 
customer whose business has 50 times 
the value of other smaller customers 
should obviously outweigh the others 
W to one. The variation in buying 
power is far greater than this in many 
cases. Yet in most surveys each vote 
is given an equal value, regardless. 


Rarely See Key Men 


It is obvious, therefore, that in or 
der to get dependable results this vari 
able factor must be considered. It 
isn't in most readership surveys. 

Another point frequently overlooked 
is that a considerable number of key 
executives who exercise top buying 
power influence are rarely if ever 
seen by industrial salesmen. Too much 
emphasis cannot be placed on the de- 
sirability of including this “inacces- 
sible” group in your list. 

The only way of cultivating their 
good will is through advertising, and 
for that reason their opinion is doubly 
important. To provide effective cover- 
age of this top-rank executive group 
is one of the most valuable contribu 
tions that industrial advertising can 
make, as it supplies support to the 
front line of the sales attack where 
that line is the weakest. To leave this 
group out of a survey is to omit the 
most revealing and significant part. 

This kind of survey won't be as 
easy as tossing out a batch of ques- 
tionnaires to a miscellaneous assort- 


(Continued on Page 130) 


f 

7 

7. 

a 

| 

4 

| 

aq 

7 


The Census of Manufactures reveals that power consumption in 1947 
exceeded even the wartime peak reached in 1944. This article, third in a series 
of 12, gives detailed facts and figures on this growing market. 


WHEN Thomas A. Edison 
supervised the building of the 
world’s first central electric light 
power plant in New York, he probably 
foresaw great future uses of electricity 
for both domestic lighting and indus 
trial purposes. However, even Edison 
would not have dared to predict that 
American industry would reach the 
point where its annual consumption 
would be more than 146,000 million 
kilowatt-hours 

With the nation’s utilities providing 
constantly deepening pools of power 
industry in 1947 used more electri« 
energy tor processing and manufactur 
Ing Purposes than im any previous 


vear. The Bureau of the Census re 


ported a consumption of 146.708 mil 
lion kilowatt-hours almost) double 
the 73.791 million used in L939. the 


1947 
1939 [0.00%] 


Census Shows Big Increase in Power Use 


previous census year. The 1947 figure 
— the wartime peak 
reached in 

Of this total, 102,918 million kw 
hrs. was purchased and the remaining 
omillion was venerated by 
manufacturers own plants These were 
increases of 1205 and 52.0‘  , respec 
tively, over 1939. manulacturers tra 
ditionally buying the major portion 
of their power requirements, 

The reason is that central stations 
are designed to produce electricity 
only, and perform this specialized 
function more economically than in 
dustrial plants, which generate huge 
quantities of steam for process and 
heating, besides generating electricity 
ind mechanical power. 

Ihe new census figures on use of 


energy suggest that industry is far 


Percentage of Power Consumption by Areas 


ahead of its time-table in the amount 
of power made available to workers. 
With a gain of 98.9°% in energy con- 
sumption, and of only 50.2° in num- 
ber of factory workers, the net in- 
erease per worker over 1939 was 
s2.4'.. Horsepower per worker was 
set at 6.4 in 1939, and apparently was 
U4 in 1947. This gain was the largest 
recorded in any previous ten-year 
span. 

Manufacturers spent $955,000,000 
for purchased electric energy in 1947. 
Those generating all or some of their 
own spent $693.000,.000 for coal: 
for coke: $475,000, 
000 for fuel oil: $383.000,000 for gas, 
and $97,000,000 for other fuels. Total 
cost of fuel and electric energy was 
$3.332,320,000—an_ eye-filling sum, 


even in these days of big outlays 
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Photos by Power Engineering 


MORE THAN two-thirds of the electrical power used by American industry is 

generated by central stations such as the Sewaren generating station of Public 

Service Electric & Gas Co., (N. J.), Sewaren, N. J. This installation includes three 

850,000 Ib. per hr. boilers operating at 1,500 Ibs. per sq. inch and 1050° F, and three 
100,000 kw turbo-generating units. 


The quantity of coal consumed for 
power and heat increased 78°% be- 
tween 1939 and 1947, compared with 
89°) for coke, 71‘. for fuel oil and 
111°% for gas. 

The primary metal field stood at 
the top of major industry groups in 
consumption of electric energy in 
1947, with 43.373 million kw.-hrs 
This was twice the amount used by 
any other group. 

The map opposite, showing con- 
sumption of electric energy by manu- 
facturing plants of various regions. 
indicates some of the significant 
changes which have taken place be- 
tween the two census years: 

Percentage figures show that while 
the relative share of power consumed 
by manufacturing plants in the Mid- 
dle Atlantic region (New York. New 
Jersey and Pennsylvania}. and the 
East North Central area (Ohio. In 
diana, Illinois. Michigan and Wis- 
consin) has declined slightly. those 
states still use almost one-half of the 
electric energy consumed in manufac 
turing. 

It also spotlights the advance made 
by the Pacifie region ( Washington, 
Oregon and California), and high. 
lights the less well advertised gains 
of the West South Central region 
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(Arkansas, Louisiana, Oklahoma and 
Texas). More than half of the power 
used by manufacturing plants in these 
four states was utilized in Texas. 
Texas and Arkansas industry gen- 
erates more energy than it purchases, 
as the result of the dominance of oil 
refining in those states. 

All of these figures add up to the 


Electric Energy Consumed by 
Manufacturers in 1947 and 1939 


(In millions of kilowatt-hours) 
1947 1939 


Primary metal industries 43,373 
Chemicals, allied 
products 20,021 
Paper, allied products 15,738 
Food, kindred 
products 10,283 
Textile mill 
products 10,237 
Stone, clay and glass 
products 8,015 
Transportation 
equipment 7,053 
Petroleum and coal 
products 7,019 
Machinery, except 
electrical 
Fabricated metal 
products 
Electrical machinery 
Rubber products 
Lumber and products, 
except furniture 
Printing and publishing 
industries 
Apparel and related 
products 
Furniture and 
fixtures 
Leather and leather 
products 
Instruments and related 
products 
Tobacco manufactures 
Miscellaneous 
manufactures 


73,791 
“Not available 
—Bureau of the Census 


(Continued on Page 135) 


AMONG the many manufacturers generating their own power is the B. F. Nelson 

Mig. Co., Minneapolis, Minn. manufacturer of asphalt roofing materials and build- 

ing papers. Shown are two turbo-generating units, one of 3,000 kw capacity and the 
other of 750 kw capacity 
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PLASKON ALKYO te 
of eet part 


NTRODLCTION of a new indus 
trial raw material, as distinet 
from a conmsumet product or met hani 
cal product, presents several unique 
problems 
The promotional lew hniques used to 
introduce raw materials have not been 
developed as highly as methods long 
since applied and proved for other 
new products. With = th greatly 
stepped-up activities in industrial re 
search, however, more and more sales 
executives will be faced with the 
problem of properly introducing a new 
raw material 
One industry which hardly can be 
surpassed in the number of new prod 
ucts introduced or the sharpness of 
technical competition in the past sev 
eral vears is the plastics industry. Ma 


SECOND PHASE of Plaskon’'s campaign to introduce alkyd, a new plastic, in- 
cluded business paper ads like this spread in Modern Plastics, citing case histories. 


How to Introduce a New 


Raw Material 


By MICHAEL A. BROWN, JR. 
‘ P, 


re motion Monaager 

bey-Owens Ford Glass C 
Div 

Toled 


jor manufacturers of the basic raw 
materials, of necessity, spend huge 
sums eat h year on research and de- 
velopment for the purpose of im- 
proving old materials and developing 
useful new ones 

Over the past 15 years, the indus- 
try has introduced one basically new 
material each year, on the average. 
Because these newcomers continuously 
press the older materials marketing 
wise, every manufacturer has to broad- 
en his markets occasionally by intro 
duc ing new compounds. 

Two vears ago Plaskon division of 
Libbev-Owens-Ford Glass Co.. which 
has been active in the plasties indus 
try since the early “30's, decided to 
introduce a new plastic. A large sum 
of monev had already been invested 


FIRST PHASE included articles like 
this in Materials & Methods. 


in the product's development. An even 
larger sum was necessary to launch it 
on the market. 

In the two years since then, Plaskon 
Alkvd-—-the new plastic, or raw ma- 
terial— has been introduced and is be- 
coming an important member of the 
family of plastic materials. 

The new material presents several 
unusual characteristics. It can be 
molded at much lower pressures and 
greater speed than previous materials, 
in addition to giving several unique 
physical properties to parts molded 
from it. These features permit mold- 
mg methods greatly improved over 
molding methods for conventional 
plastics. Although conventional ma- 
chines will mold alkvd, the fullest ad- 
vantages of the new material are 
realized on mac hines developed spec ifi- 


cally for alkyd. 


Promote New Idea, Too 

Plaskon thus had the problem not 
only of introducing a new material 
but of promoting a new concept of 
plastics molding. 

Introducing the new material was 
further complicated by the distribu 
tion pattern of the plastics industry. 
Plastic materials are made by some 
25 companies that operate chemical 
process plants. The materials are sold 
to more than a 1000 molders and 
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SANGAMO SETS NEW HIGH PRODUCTION MOLDING RECORD 
Makes Possible High Production Rates = 
ses 
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fabricators who operate the machinery 
necessary to form the materials into 
particular parts and products. 

The molders and fabricators, in 
turn, sell to retail stores or to manu- 
facturing companies in the industries 
that employ plastic parts. This latter 
group, described as end-users by the 
plastics industry, is the key to the in- 
troduction of a new material. 

End-users, although they are direct 
customers only of the molders, must 
be cultivated by the materials manu- 
facturers with the hope that they will 
recognize the characteristics of a new 
material and specify it to their mold- 
ers. A large part of the advertising 
and promotion job in plastics is to 
contact 


establish between the ma- 


terial manufacturers and end-users 
who are not even potentially direct 
customers of the advertisers 

The primary selling job to mold- 
ers and fabricators is carried out by 
the manufacturer's sales force work- 
ing directly with molders and fabrica 
tors, with only moderate assistance in 
the form of advertising. But the larger 
selling job of reaching end-users 
must, of necessity. be carried out 
largely by advertising with assistan 
of manufacturers’ salesmen making 
personal calls on end users. 

The campaign to introduce Plaskon 
Alkyd divided into several phases: 

1. Te introduce the material it- 
self—to let it be known in the plas- 
tics molding trade that a new com- 
pound was available with character- 
istics that appeared to make possible 
an entirely new approach to the 
mechanics of molding 

2. To 


end-users in fields where the material 


introduce the material to 
could offer advantages. 

3. To use customer case histories 
promotionally to further broaden the 
markets (a phase that began after sev- 
eral commercial applications had been 
accepted 

For each of these phases a focal 
point was defined in the planning of 
advertising. publicity and promotion. 
The first of these was the month of 
September, 1948. In this month the 
company threw a press party in New 
York. at which the compound was 
announced, described and demon- 
strated. The response was gratifying. 

Many thousands of inches of edi- 
torial copy appeared in business pa- 
pers and newspapers. Feature stories 
appeared shortly thereafter in a num- 
ber of key publications. 
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At this time ads were placed in 
Business Week, Electrical Manujac- 
turing, Modern Plastics and Plastics 
Industry. The lead article in the com- 
pany’s publication, “Plaskon Mag- 
azine,” was given over to alkyd. The 
first of a long series of direct mail 
pieces was prepared. 

The week after the press party the 
product was demonstrated at the Na- 
tional 
York and a laboratory 
mold the material was in operation 


Plastics Exposition in New 
machine to 


throughout show hours. Leading up 
to these events was a six-month cam- 
paign by Plaskon salesmen to intro- 
cuce the material to plastics molding 


Owens Ford 
bbey Plastic for 


Ne , 
Shows pment Use 


Electric Equi 
He Mokled Cheaply 
At High Speed 


the sales features of alkyd and help- 
ing them build business for their firms 
by enabling them to do a better sell- 
ing job to end-users. At these meet- 
ings leather-bound sales kits inelud- 
ing literature, reprints and samples 
ere presented to each molder’s sales- 


Engineered New Uses 


In line with Plaskon’s sales policy, 
the technical department did not let 
go completely of the product when it 
was turned over to sales. Technical 
Service continued to back up the 


NEWSPAPER PRESS coverage was good for Plaskon Alkyd after its initial in- 

troduction at press party at National Plastics Exposition in New York. Clippings 

above were from New York Times, Herald-Tribune, Wall Street Journal and 
World Telegram. 


companies, many of whom were al- 
ready doing business with the com- 
pany. 

The second phase began with a 
sales meeting at company head- 
quarters. Detailed suggestions on the 
methods to be used in selling alkyd 
to end users were presented, 

Next. in January, 1949, advertising 
campaigns built around proved ap- 
plications of alkyd were begun in 
Business Week directed to the gen 
eral industrial end-users, in electri- 
cal journals and in the plastics jour 
nals. This campaign was continued 
and reinforced during the year. 

Beginning in 1950, a 
series of meetings are being conducted 


January. 


at molders’ plants for the purpose of 
indectrinating molders’ salesmen on 


salesmen, providing consultation, field 
service, and advice on tooling to cus- 
tomers and prospects. A particularly 
important part of their job is engi 
neering specific new uses which serve 
as entering wedges in kev markets. 

Last summer the company entered 
the third phase of activity, aggressive- 
ly promoting actual applic ations 
which by that time had been estab- 
lished and proved. By then a number 
of companies, both molders and end 
users, were willing to have Plaskon 
talk about their use of alkyd. 

\ continuing flow of editorial pub- 
icity on new applications was re- 
leased: feature stories appeared regu 
larly in trade and technical journals: 
issue of “Plaskon Magazine” 

(Continued on Page 114) 
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CROSS SECTION VS. EXPLODED VIEW —Two advertisers used variations 

of the same technique: explanation of a valve by means of a diagram. Walworth Co., 

New York, used an exploded view showing cach part separately and in relation to HOW MANY READERS 

its location in the valve. Edward Valves, East Chicago, Ind., used a cross-section 

of a valve. Each advertiser identified about the same number of parts. The exploded DO YOUR ADS 

technique on a reader-cost basis was 100% more effective than the cross-section 

technique for initially drawing readers to the ad and arousing their interest in the GET PER DOLLAR? 
y copy. (Walworth used black and white on page 207, compared with Edwards two- 

color spread on pages 32 and 33.) It may be that the exploded diagram pulled , 

more readers per dollar because the reader could more easily grasp the function and Cost ratios tell you. Those shown 

location of each part of the valve here helped the advertisers 


evaluate media and learn 


strength and weaknesses of 


art and copy. 


SCORE 
Here s one way [0 measure 
EXPLANATION VS. STATEMENT 
—In the copy, DeLaval Steam Turbine NDABILITY 
Co., Trenton, N. J. pump manufac- 
turer, explained the headline, “Every Gane 
year the power savings grow greater _ 
Explanation was thorough, yet concise 
Ingersoll-Rand, New York, also adver 
tising pumps, did not fully explain the 
head, “Here's one way to measure the 
dependability Further, the claim 
was general, hard to prove, and hard to 
identify with the product. These differ 
ences show up in the readership results 
Of subscribers inteviewed by Starch, 
17% read most of the DeLaval ad. 


compared with 7% for Ingersoll-Rand 
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BIG PRODUCT, BIG AD—Elliott 
Co., Jeannette, Pa. used a black-and- 
white spread on pages 6 and 7 to 
achieve highest readership among wa- 
ter treatment advertisers. 


Cost Ratios 
Noted Read Most 


Elliott 153 113 
Other Water Treat- 

ment Advertisers 75 69 
Main reason for the high noted score 
was a striking head, “They build ‘em 
big at Elliott.” Headline theme was 
continued in illustrations, copy. Here 
is where aggressive “Look at me” 
copy paid off. It was different, bold 


DEAERATING FEEDWATER HEATERS 
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Starch Tests Industrial Ad Readership 


Ads and scores represent highlights 

of industrial advertising readership 

WHAT READERSHIP SCORES MEAN: as reported by Daniel Starch & Staff, 
Vew York. Ads are from the January 
issue of Power. Next month ads from 
the February issue of Factory Manage- 
ment & Maintenance will be analyzed. 
Symbols and percentages show read- 
er ship scores for each component part 
of ad. Scores for entire ad are at top. 


NOTED denotes the percentage of readers who, when interviewed, said they re- 
membered having seen an ad—whether or not they associated the ad with the name 
of the product or advertiser. 


SEEN-ASSOCIATED denotes the per cent of readers who said they remembered 
seeing the ad and associated it with the name of the product or advertiser. 


READ MOST denotes the per cent of readers who read 50% or more of the copy. 


COST RATIO expresses the relationship between the cost per hundred readers \ 

(who “noted,” for example) for a specific ad and the corresponding median average oted 

cost for all the ads in the same issue. A “Noted” cost ratio of 175, for example . . 
would mean that the ad “stopped” 75% more readers per dollar than par for the -Seen- Associated 
issue, par being 100 and representing the median average cost. Thus a cost ratio 

above 100 is above average; below 100 is below average. 


ALL TYPE VS. COMIC FIGURE— 
An all-type ad may not be the most 
exciting to look at, but it still can pre- 
sent a sales message effectively. Flexi- 
tallic Gasket Co., Camden, N. J., used 
all type. Johns-Mansville, New York, 
used “comic” figures in the illustration WHE A HIGH-PRESS 
for the same product—gaskets. Results GASKET FAILS... 
showed each treatment has advantages . 
of its own. The “comic” figure ad 
stopped 12% more readers (per dol- 
lar) who saw but did not read more 
than half the copy. The all-type ad at- 
tracted 11% more readers (per dollar) 
who read most of the copy. Each type 
of treatment performed a _ different 

function successfully. 
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WHEN the camera flashed, “the butterflies came back.” 


Getting Industrial Publicity 
through Company Speakers 


By HOWARD STEPHENSON 


Ne 


ET ts FACE the fact that most 

4 company speakers are afraid of 
public ity. bwen those whe love it 

| used to get butterflies in the mid 
riff whenever | stood up to speak 
the vice presice nt of a New Jersey in 
dustrial company told me recently. “I 
licked that. but the thing | never get 
over is that camera flash. [It still makes 
me shudder, And when | look down 
and see a table with a little sign marked 
Press,” the butterflies come back 

Lhe typical company man whe 
tute he soutlona h has an uteasy 
fecling that he is about to make a fool 
of himself anyway. That's not so bad 
as the fact that there are people pres 
ent whe are going to go out and tell 
on him 

Here is a place where the public 


relations man can come to the reseur 


Ile may not cure the attacks of butter 
flies, but he can mitigate them. Also, 
he can multiply the amount of com 
pany publicity, just by starting way 
back. before the speet h is delivered, 
and be Iping the speaker plan the job, 
omewhat as follows: 

Getting talent in your company. 
Many of the smartest men in your 
company may hesitate to appear as 
speakers because they believe they 
cannot give a creditable performance. 
The rule here is, do not press. but 
persuade. Better to lose a speaker and 
the resultant publicity, than to force 
or euchre an unwilling speaker into a 
situation where he does not feel ade- 
quate. An offer of assistance, however, 
may give the potential speaker just 
the little shove he needs 

There may be other, younger men. 
whe could shine. It is the public re 
lations man’s job to find hidden talent 
and te exploit it for the company's 
benefit. It is a good practice to start 
a man’s speaking career before a 


small froup. close to home, where 
some of his seniors may observe and 
report on his performance. 

Getting on programs. The larger 
companies, with their speakers’ bu- 
reaus and seemingly endless resources 
ol speaking talent. are sometimes ac- 
cused of “hogging the limelight” on 
convention and similar programs. This 
is not because the organizations hold- 
ing the meetings wish it so, but be- 
cause they have difficulty finding good 
speaking talent among smaller com- 
panies. 

Then, too, the larger organizations 
are usually not so much afraid of tell- 
ing “trade secrets.” But a good speak- 
er from a smaller company can usual- 
ly be placed on an appropriate pro- 
tram. provided arrangements are 
made at least six months in advance. 
In many cases, a year is needed. 

The public relations man handling 
a smaller company may do well by 
taking a leaf from the book of the big 


fellows. They do net turn down re- 
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ways to hold 
your share of the 


MARINE MARKET 


The reliability of Marine Engineering and Shipping Review, backed by its 
staff of technically trained editors, forms an imposing background upon 
which to project your advertising message to the marine industry ... a com 
bination that has no equal in the marine field. The marine industry has long 
relied on Marine Engineering for authoritative news and data on current marine 


developments. In a recent survey of shore personnel responsible for the operation of 
vessels, Marine Engineering was rated first in editorial leadership, with nearly 2'> 


times a$ many first place votes as were received by the second publication. Add to 
this EDITORIAL LEADERSHIP the HIGHEST TOTAL NET PAID CIRCULATION 
in the marine field . . . according to the latest published circulation statements dated 
December, 1949 . . . plus TOP ADVERTISING VOLUME—an 81% margin over 
the second marine paper for the year 1949. 


Your pages in the 1950-1951 Marine Catalog and Buyers’ Directory will give 
you “point-of-buying-action” representation throughout the entire marine 
industry —for two years at one low cost. The Marine Catalog is the industry's 
“where-to-buy-it”” guide. In the Directory Section buyers get a who's who of marine 


manufacturers listed by product classification. In the Catalog Section they get specific 


product data on which to base their buying decisions. A controlled distribution of 


some 5000 puts the Catalog in the hands of key marine men all over the country. ‘ 
Write for a copy of the leaflet “10 Ways To Make Your Catalog Data Click With 
Marine Men.” 


The Weekly Bulletin and Annual Marine Directory are published exclusively 
for advertisers in Marine Engineering and Shipping Review. The Bulletin fur- 
nishes advance news, and is used to obtain marine sales leads by marine 


manufacturers. It reports on: new ship construction, reconditioning, repair work, 


contracts placed and pending, work contemplated, and other marine developments 


which offer business opportunities to manufacturers . timely information which 


aids the advertiser to keep his marine contacts up to date. The Marine Directory 


furnishes to advertisers a comprehensive list compiled from original sources, of ship 


owners, ship operators, shipbuilders and ship repair companies, completely revised 


and brought up-to-date each year 


MARINE, ENGINEERING 
Publi 
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quests for appearances at chapter or 
sectional meetings. If you are building 
a speaker's reputation, let him pra 
tice and perfect himself before small 
groups; an invitation for a more im 
portant appearance is quite likely to 
stem from such occasions 
Writing the speech. Assistance often 
is welcomed in the actual drafting of 
the speech. Care should be exercised 
here, not to rob the talk of the speak 
ers own characteristics of language 
and thought habits. If he is given too 
much help, he may just memorize the 
public relations mans speec h, and it 
will sound like it, too 
\ practical means of solving the 
speech writing problem is to use a 
wire or tape recorder, while you chat 
with the speaker and draw him out. 
His ideas and language patterns will 
come more freely and with more fresh 
ness than if either he or you tried to 
put the ideas on paper at first 
This method is recommended even 
for technical papers. If the speaker is 
of orderly mind, his address will 
march along in precise fashion, al 
though he is just talking it over. A 
dictating machine may be substituted, 
provided the speaker is used to it 
Coaching the speaker. The president 
of a Pennsylvania company was sched 
uled to talk on radio for the first time 
The “informal chat” was taken off 
the wire recorder, processed into an 
interview script. Then the speaker was 
told to take it home, rehearse three 
times (with his « ollege boy son ac ting 
is interviewer) and then put the script 
away until the day of the broadcast. | 
have noted that the higher an official, 
the more readily he will listen to pro 
fessional advice on preparation of a 
spree h. In this case, suggestions were 
followed literally, with good results. 
Give the speaker clear directions as 
to where the talk is to be given even 
the room number, if necessary. Get 
the hall dimensions. size of audience. 
etc., if you can. Tell him to speak to 
the man on the center aisle three rows 
from the back ind fo imagine himself 
loin t. helorehand! 
Coach the speaker to use his ima 
ination constructively on the th ngs 
he should do 
ly on fears of what might happen 
De not hesitate to he Ip the biggest of 


rather than «le structive 


ficial in your company on speech prep 
sration. He will thank you 

Voki nivance preparations \ 
demonstration of a process or a prod 
uct adds great interest to a talk. Tels 


vision is perfecting this type of pres 


entation —a tet hnique worth watch- 
ing. If possible, have advance pub- 
licity pictures made of your speaker 
in action making a table demonstra- 
thon. 

Attempts to take this type of pic- 
ture during the performance are too 
risky; he prepared. If advance pic- 


HOWARD STEPHENSON 


tures are not feasible, have on hand 
glossy prints of the speaker. 

Well in advance of the date of 
the speech, have the final, approved 
draft mimeographed. In some large 
organizations, speet hes are pre- 
printed. A news release, based on the 
speech, also should be prepared in ad 
vance, for distribution at the meeting 

Getting the news kernel. A techni- 
cal address was given recently before 
an engineering society, by dis- 
tinguished research man who was 
little known to the general public. 
Hidden among the graphs and for 
mulas was a reference to the use of 
moving sidewalks underground This 
sensational idea had the world-of 
tomorrow air which editors like. Yet to 
the engineers present, it was only a 
minor note in an important address 

The public 
handled the speech was alert to find 


relations man who 


the news kernel which in report 
ing a sp ch ikes all the differences 
He obtained millions of cireulation, 
which might easily have been lost 


What is important to the learned often 


seems dull to the t udio listener or the 
newspaper re vider who buy our 
goods ind the trivial item often 


shines forth as a gem of news 


Some company speakers will accept 
coaching, to include an occasional 
sparkling, popular paragraph in a 
technical speech. The past master of 
this art, who needs no coaching, is 
C. F. Kettering of General Motors. 

Releasing the news. Frequently a 
company speaker will appear on a 
program of an engineering society, 
manufacturers’ association, etc. This 
calls for close co-operation between 
the company public relations depart- 
ment and the individual or organiza- 
tion handling publicity for the society. 

Clear, detailed understanding as to 
responsibilities should be established 
well in advance, preferably in writ- 
ing. The company may be asked to 
handle newspapers only, trade maga 
zines only, or be given freedom to 
get all the publicity it can for its man 
and his speech. Help is usually wel- 
comed, but duplicated effort is not. 

Staging press conferences. The 
practice of holding a press conference 
just before or just after an important 
speech, is growing. The purpose is to 
afford the press an opportunity to ask 
questions, to penetrate more deeply in 
toa subject than does the set address. 

\ press conferen r should not be 
called just to please the company 
speaker, but if he is a man of stature, 
and the occasion warrants it, the 
press will cooperate by attending. 
Newspaper men are not impressed, 
however, by free meals or cocktails. 
if there is no story forthcoming 

When all is said and . . . The end of 
the speech should not be the end of 
the publicity. A good talk should 
have a life of at least a year. From it 
should stem filler material. feature 
stories, future radio and television ap- 
pearances, perhaps a magazine article. 

If you have discovered a company 
speaker of real talent, there is no 
reason to limit his audience to one o¢ 
casion. The same man, the same 
speech, can be used a dozen, two 
dozen times. It is only then that the 
real dividends in prestige or sales be- 
visible 

1 he public ity man isin more danger 
of tiring of the speech than is the 
public. To be sure, the same old pub 
licity material cannot be used again 
rnd again with the same papers Fresh 
material, new and sparkling ideas, 
should be “fed into” the speech for 
each occasion. It is the penetration of 
effect, not the immediate audience or 
press reaction the first time, that is 
the real test of the quality of a com 
pany speaker's talk. 
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biggest textile 
roducing areas 


TEXTILE INDUSTRIES 
leads circulation 


in New England Textite INpbusteies has 4,352 
paid subscribers; 7,992 in the South Aclantic—a 


combination of 12,344 which tops all other 


LEADERSHIP WHERE IT COUNTS 


Experienced space buyers know that paid 
circulation alone, even though dominant 
in its field, cannot possibly give 100% 
coverage of all buying influences. There- 
fore, TEXTILE INDUSTRIES supple- 
ments its big net paid with Analyzed Di- 
tected Distribution (less than 10% of the 
total!). This is the only plan which can— 
and does—give advertisers maximum cov- 
erage of textile mill buying power 


national textile publications in these markets. 


Mills of these two areas account for more than 80% 


of all U. S. textile mill purchases. 


1. LEADS ww rota: pao 
AMONG U.S. MILLS 


86% of TEXTILE INDUSTRIES big 
net paid goes to men actually in the mills 
--men with direct production and mill 
management responsibilities In the 
reader classifications making up this most 
sales-productive group, T. I. leads all 
other textile journals, both percentage- 
wise and in total 


T. I. readers last year received 796 ar- 
ticles, in 15 classifcations, on mill man- 
agement and production—the equivalent 
of almost 10 up-to-date reference books on 
textile manufacturing. This helpful edi- 
torial program has made TEXTILE IN- 
DUSTRIES first in reader preference 
among men in the mills, according to the 
most recent survey 


Textile Industries 


806 Peachtree Street, N. E., Atlante 5, Ge. 


ADVERTISING REPRESENTATIVES Butfalo, N. Y.,/ D Parsons, 63 Barker 
Wellesley Hills, Mass. Naw Monroe Rd Charlotte, N.C.. W A McGee Box 562 
Maplewood, N.J., Wm Ave Gastonia, N. C., W Rutiar 
Chicago, Allen, Ma aSalle Bidg Los Angeles, Calif., 18 Chappell, 42 5 
Cleveland, Ohio, A — C t xton Bid London, Eng , V. Deport, 2 Caxton St wi 
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Knowing this much about 


Employment: Subscriber 

Over 1 ,000 to STEEL 

Capital Rating-- 

Over $1 ,000 ,000 Card Number 


Branch Plant 


City State 


Company Name 


Agricultural 
Machinery and 
Tractors 


Primary Metal 
Industries 


Production 
Machine ngs 
Shor for Sale 


Foundry Machinery 
(except 
Electrical ) 
Heat 
Painting, Production 
Lacquering Welding 


Sheet Metal Maintenance 
Working Welding 


Our Continuing Census of Metalworking Plants 
always reflects the current mrket picture, 
because cards like these are punched for 
every worthwhile metalworking plant with 
information gathered over many years and 
kept up-to-date by STEEL's "census bureau”. 
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Metalworking Plants 


“enables STEEL fo give you the 
greatest pyYING POWER coverage 


of any metalworking magazine f 


Our Continuing Census of Metalworking Plants gives us the information we 
need to direct your advertising to the right men in the right plants. 


New government census figures show that 12,297 plants employing 50 or 
more account for 92.2% of all metalworking business. STEEL's own census 
of metalworking -- kept up-to-date continually -- mkes it possible for 
us to concentrate our coverage in these important metalworking plants. 
STEEL's effective coverage enables you to tell your product story to 
more of the right plants ... the plants with greatest buying power. 


But the tremendous buying power in these plants can be tapped only by 
reaching the right men -- the top executives in Management, Production, 
Engineering and Purchasing who influence all orders. STEEL gives you a 
four-lane highway to this important operating group. More than 100,000 
key metalworking men read STEEL regularly -- and they are the men re- 

sponsible for well over 90% of all metalworking business. 


Ask the man from STEEL to show you how readership in the right places puts 
STEEL out in front in metalworking. You'll see additional proof that your 
greatest sales possibilities are in the plants STEEL enters every week! 


Find out what's happening in Metalworking 


A PENTON 


and you'll keep STEEL first on your schedule. 
PUBLICATION 


STEEL 


The Penton Publishing Company 
Cleveland 13, Ohio 
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By HOWARD G. SAWYER 


Vice-President and Director 
lames Thomas Chirurg Co. 
a 4 New York and Boston 


TWO examples of a continuing program: Ford and Perfect Circle. 


kK’ ERY advertising campaign 
4 should have what both Mark 
Wiseman and Aesop Glim call a 
“copy policy” although | think the 
is limiting for my pres 


How to Advertise : 


word “copy 


to Business Men: Part 19 


ent purpose because visualization is 


certainly contributory to a campaign 
theme. My preference is the homely 


Strategy, the art of projecting and directing, plus tactics, the method of pro- 
cedure, are two main points in the tactical action of a campaign theme. And 
once a campaign theme is set, a smart ad man must know how long to continue 
this same theme—whether to keep the theme with additions and/or corrections 


—or to vary the campaign wih a change of pace. 


word clothes/ine—that is, a consistent 


thread of plot from which to hang 


each ad, 
Aesop Glim, in Printer’s Ink, has 
described the “copy policy” (my 


clothesline) ts 


a diagran, or blueprint of a number 
of pieces of copy that are to be writ 
ten. We might liken it to the archi 
tect’s plan oc blaeprim from which a 
house built. It specifies all the 
parts to be ased, and where they are 


the product.” Before it can do that, 
it must overcome certain known con- 


advertisement (has) full equipment 
so that it can stand squarely on its 
own feet and do an effective job for sumer-resistances. List these. 

to go. Unlike the architect's plan, the the advertiser. 2. From the product information, 
copy police, (as the name implies) The third big reason for having a select and list the facts that will most 
tee includys some statement of the copy policy is 100% in the copy- quickly and effectively promote your 
writer's favor. Once your boss or client objectives. Eliminate those that are 
has approved a copy policy, your copy weak or unadaptable. 

gets far less picavune editing. His at- 3. Study this lit, and determine 
tention ix new focused primarily on your major sales idea—the strongest 


purpose or objective of the campaign 
vd the meshod by which it ic to be 


achieved 


He continues: 


There ar, three extra good reasons 
for having » copy policy, First, it gets 
all parties .oncerned inte agreement 
vs to the purpose of the whole cam- 
paign and what the individual ad 
vertieemen we to say This heeps 


the copywrt ter from wasting a lot of 
off halfocked —on 
of verbiage that will not 
| by all other parties con 


time oe 
Mas. 
he approve, 
corned 
Second, copy policy keeps the 
copyeriter on the track. You are 
writing to ya agreed objective and on 
an agreed j,olicey The copy policy 
serves as sur guide and check list 
to make rtain that each and every 


whether each piece of copy lives up 
to the copy policy. He now spends a 
lot less time trying te ruin your writ- 
ing with his pet prosedy and punctu- 


ation 
Mark Wiseman, also, has described 
the “copy policy” (in fdvertising & 


Selling, now Advertising Agency) in 
words which, though again addressed 
to the copywriter, serve well as a 
guide to anvone concerned with the 
development of a campaign theme. 

lL. You set dewn vour objectives: 


what de vou want your advertisement 
te accomplish’ Den't just say “Sell 


single fact about your product. Here 
is the keystone of your structure 
Without it, your advertising will have 
no basic form or engineering. The 
major sales idea answers the ques. 
tion: “What single fact about the 
product or its benefits will most in- 
terest the reader, overcome his resist- 
ances, and induce him to prefer it 
over others?” 

t. Select vour major emotional ap- 
peal. What single strong desire will 
use of your product fulfill —for 
economy, convenience, prestige, safety 

and so on’ While an effective ad- 
vertisement may contain several emo- 
tional appeals, it will make its first 
and strongest appeal with one—and 
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Bastian-Blessing, Chicago is 
newest ACRN advertiser with a spe- 
cial dealer program on carbonators, 
soda fountain parts and supplies 

For thorough coverage of all im- 
portant segments of air conditioning 
and refrigeration—-manufacturer, 
wholesaler, distributor, dealer, serv- 
ice organization, engineer, and export 

more and more advertisers are 
using ACRN to put across their 
product story 

wAmerican Coolair Corp., manu- 
facturer of attic fans and ventilating 
equipment, Jacksonville, Fla., is an- 
other new ACRN advertiser. 


Major Appliance 
Men See No Slump 


CINCINNATI-W. A. Blees, vice 
president of Avco Mfg. Corp., echoed 
the feelings of the industry when he 
told the Advertisers club here that 
his firm expected a high level of 
business this year and no major de- 
pression “until after the next war.” 
He reported 7,750,000 wired homes 
still have refrigerators, over 
30,000,000 wired homes without elec- 
tric cooking, and the market only 
18% saturated 

CHICAGO —- Hotpoint’s president, 
James J. Nance, said that expecta- 
tions of a downward trend during the 
last half of 1950 have been altered 
by recent spectacular consumer buy- 
ing. In reviewing the first quarter, 
Nance stated, “I believe that the 
appliance business can look forward 
to a high degree of prosperity that 
should prevail throughout the entire 
year, equaling or surpassing the 1949 
level.” 

Both Avco and Hotpoint employ 
consistent, hard-hitting advertising 
campaigns in ACRN 


Commercial 
Refrigeration 
Bonanza 


Everything frorn backbars to ultra- 
violet radiation is now handled by 
ACRN dealers, distribut>rs, and con- 
tractors in the commercial refrigera- 
tion field. This bonanza i: equipment 
sales is indicated by an ACRN survey 
soon to be released 

In the “S” classification alone, re- 
sponses show commercial re‘rigera- 
tion dealers selling soda fountains 
stools, shelving, scales, slicers, salad 
tables 
tables, and stoves. Write now for 
your copy of this important study 


sandwich counters steam 
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News Digest 


_ FROM AIR CONDITIONING & REFRIGERATION 


ACRN Finds Columbus Dealers 
Set Example In “Fair Business” 


— | 


Pretty models show off latest air condi 
tioner of Typhoon Air Conditioning Co., 
Brooklyn, N.Y 


Future Bright 
For Heat Pump 


Often termed the “heating method 
of the future,” the heat pump holds 
particular significance to the air con- 
ditioning industry. Progress of this 
combination heating-cooling unit is 
reported almost weekly in ACRN 

Heat pump installation costs com- 
pare closely with automatic heat and 
full scale air conditioning. Costs for 
an average 6-room house will run 
about $3,000. In areas where elec- 
tricity is cheap (l¢ per kwh. or less) 
and where winters are neither severe 
nor long, annua! heating for the 
house will cost about $80, cooling $40 
But, outside cheap power areas and 
temperate zones, the heat pump can- 
not compete with other units for 
operation economy. Nationwide ac- 
ceptance can occur, however, if heat 
pump efficiency can be raised (maxi- 
mum ideal is twice that of current 
models}, and if power 
cheaper 

In the meantime, manufacturers 
dealers, and installation engineers in 
favorable areas report to ACRN that 
the heat pump is becoming a strong 
competitor to conventional systems 


becomes 


Two Meetings To Coast 


Both RSES and RACCA national 
meetings have been announced for the 
West Coast. Organizations are made 
up of servicemen and contractors 


COLUMBUS, Ohio Dealers here 
have banded together in a Columbus 
Appliance Dealers Association that 
controls “package” deals, “special” 
dealers, “bait” and “phony” advertis- 
ing, and “backdoor” selling by dis- 
tributors. This group has rules for 
advertising in the Columbus area 
covering copy, layout, prices, credit. 
terms, trade-ins, etc. ACRN’s recent 
survey of this city found a genuine 
cooperative effort worth studying by 
all sales management 

Members who are approached by 
manufacturers or wholesalers on spe- 
cial deals or package selling of more 
than one item, discuss these over 
tures openly with the organization 
If it is decided to accept any such 
deal, controls on advertising and 
promotion are established. But in 
most cases Columbus has refused the 
special deals that exist in all other 
cities 

In order to prevent television from 
heavily draining the consumer appli- 
ance dollar, many Columbus dealers 
are putting on special “white goods” 
promotions and offering salesmen spe- 
cial inducements on sales of these 
major appliances 

The complete Columbus report is 
available in tearsheet form 


Here’s One Way! 


Full construction details on new 
refrigerated egg storage to reduce 
spoilage are given in recent ACRN 
issue. Washington take note! 


“My own feeling is that you rate a 
large bouquet for the job you are 
doing.” 

Cloud Wampler, President 
Carrier Corp. 


Complete information on any of these 
topics. Check item ond mail to: 


AIR CONDITIONING & 
REFRIGERATION NEWS 


460 W. FORT ST., DETROIT 26, MICH. 


“The Newspaper of the Industry"’ 
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the major « es idea ; 

Transl) your emotionalized ma- 
yor sales ides" into a pictorial idea and 
headline thigne This is vour basic 
creative job.y Your picture and head- 
line coneaptl are the chief means of 
making the prader look at your ad- 
vertivement pnd read your message 
If you fail Frere, your text will be 
largely 


this one “4 be directly related to 


6. Outline Lour text structure. This 
is where yfar opportunity lies to 
convince the beader that your product 
erit to warrant his con- 
sur outline will include 


the reader's problem, 


evidence th@ the product can help 
pport your claims 


o him, a request to ex 


to solve it, fades to 


of ite value 


amine Duy it, and one or more 
reasons why be should do this at once. 
When vou Swe gone through thes 
six stepe only then you are 
ready to te your Copy Policy, 

a recapitulati 


which ix «it 
vour and creative ideas 

Policy has three fune- 
larify vour thinking, 
colleagues of your 


Your Cop 
tte a.' te 
te inform 
intentions a@d 
to provicde tl) advertiser with a “blue- 
print” of you) plans. It should be well- 
organized, Bear and brief. 1 have 


spoken of Dore as if had te de with 
only one ertieement actually it 
is compa decument, and refers 
to all the lvertisements, the first 
(unless purehy an announ pnt) be- 
ing patterns ob, a “mock-up.” style. 
setter 


It is intefesting to observe that 
both these afthorities use the “blue 
print” analogue. But, again, | prefer 
the word elfthesline because | am 
eager to ma the point that adver 
tising shoul be thought of and 
worked on [nm campaigns, not in 
dividual adsffand that a campaign is 
successful greater extent than 


that it consifiently develops basic 


me what adhesives can do 


ABMS) BONG LO 


theme and is not permitted to deviate 
from its course. 

What the theme should be is a mat- 
ter to be solved differently for each 
different set of conditions, and the 
suggestions provided in the previous 
chapters should be helpful. Here, l 
want to urge that once a tactical plan 
has been decided upon, it become a 
continuing program, with each ad 
contributing to a ¢ umulative impres 
sion. 

Let's have a few examples. 

Strategy involved in the advertis- 
ing of Sandoz Chemical Works is to 
associate the name of this company 
iwhich is not the largest in its group! 
with the names of its customers which 
are recognizable as the leaders in 
their field. A purely institutional ob- 
jective. The tactics used in putting 
this strategy into action could be 
any of many possibilities; the one 
Sandoz has used is a series of ad- 
vertisements in which every month 
ifor vears, now) “Sandoz Presents 
the Color Achievement of the Month,” 
reproducing in full color a garment, 
carpet or other fabrie product 
colored with Sandoz dyestuffs. 

Please observe: the strategy is to 
wssociate Sandoz with the top names 
in textiles: the tactics (“clothesline”) 
is the monthly “color achievement.” 

Here are some more examples of 
clotheslines. 

Goodrich’s familiar case studies 
1 campaign that has not changed, 
tactically, for many vears. 

Ford Truck’s “Smart Ideas”—in 


ARMSTR.)NG and Miller use a visualization technique for their clothes line. 


which one “smart idea” of a cus- 
tomer (for example: “He invents a 
portable “divining rod’ that helps 
bring in thousands of oil gushers all 
over the world!) is used to catch the 
reader's attention and introduce a 
second “smart idea”—buying a Ford 
Truck. 

American Mutual's “Mr. Friendly.” 

Jenkins Bros.’ “Practical Piping 
Lavouts.” 

Grinnell’s series of tough spots to 
be caught in in case of fire—dra- 
matizing the need for an automatic 
sprinkler system. 

The Durez series on “It pays to use 
your custom molder’s know-how,” in 
which the strategy of patting the back 
of custom molders (‘who are Durez, 
customers) is resolved in the form of 
case-study examples of “Plastics Skill 
at Work”. 

Perfect Circle’s “Rumor Page.” 

Warner & Swasey’s editorials. 

Bridgeport Brass’ “Copper Alloy 
Bulletins.” 

The clothesline can even be a tech- 
nique of visualization or mechanical 
production. For example: 

Secony-Vacuum’s cutaway draw- 
ings of machinery. exposing lubri- 
cated parts. 

Goodyear’s spectacular drawings of 
installations. 

Borg-Warner's “Ripley” cartoons. 

Eagle-Picher’s stroboscopic photo- 
graphs. 

The scratchboard drawing used for 
Armstrong Adhesives. 

Shell Os imaginative illustrations 
of applications 

Barrett-Craven's “light-tracing” 
photographs. 

Allis-Chalmers’ “human interest” 
photographs. 

Lincoln Electric's exe erpts from its 
“Procedure Handbook of Are Weld- 
ing Design and Practice.” 

Cutler Hammer's and Timken’s dis 
tinctive arrangements of pictures and 
captions. 

The Miller Company's geometric al 
lavouts. 

Norton's conversation pieces be- 
tween an employe and his son. 

Each of these campaigns becomes 
memorable not only because of the 
impact of each individual ad but also 
because each ad adds to a strong cu- 
mulative effect upon the reader. 

In business paper advertising, 
where there is little likelihood of any 
single ad init‘sting action on the part 

(Continued on page 116) 
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if only you could be there when the specification 
is written— you know you'd get the order. 


Design engineers need to know about your product 

and what it will do for theirs if you want orders 

from the makers of appliances, equipment and machines. 
Yet you or your salesmen can't be on hand every time 


© product like yours is specified. 


That's where MACHINE DESIGN fits into your sales picture. 


It makes the contacts your salesmen can't on 60,000 engineers 


in more than 9,000 plants. It is seen, read and referred to again 
ond again in these design departments. It is the most powerful 
acceptance-builder you can use to influence the men whose approval 


you must have to get the orders. 


Let us show you how MACHINE DESIGN is doing this job right now in the 


engineering departments of your customers and prospects. 


A Penton Publication * Penton Building, Cleveland 13, Ohio 
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ADCUTS LOGOTYPES shown 
here reduce a vertising production costs 
when used ton the right purposes. Faith- 
ful to originafart work, they print clear 
and clean, cai fit flush into a line of 
six-point type} When they are purchased 
in quantities Jor standardized use, unit 
ost is low. 


N ANY tt US who are trying to 
reducy our advertising produc 
tion costs nlight do better by getting 
maximum use from the old methods 
than by s« Ming new ones 
Two sum hp ol ler methods, which old 
timers have| been using for years but 
which an aftonishing number of ad 


vertising paoduction men frequently 


fail te upor ire tor repro 
ducing smafl line drawings and small 
bodies of thpe that will be used re 
peatedly 

For example, suppose you have (1 
a line drawing with many small lines 
and the reproduc tion must be a half 


inch square or less or (2) a hand 


lettered word that must be repro 
duced small, enough to fit comfortably 
im the line om the midst of a block of 
or 10) point type set solid, and 


M4 


Two;Ways to Get Production 


BARNES-WATSON CO., INC. 


THE STANLEY WORKS NEW BRITAIN CONN 


STATEMENT OFTACH PETAIN 


CREDIT LIMIT 


Economy, Printing Quality 


(3) several duplicates are needed for 
long printing runs. 

One way to fill this assignment, of 
course, is to make a zine or copper er 
graving and one or more elec troty pes. 
tlowever, small engraving to fit into 
a line of type would have to be par 
ticularly good to preserve the fine 
lines and the electros unfortunately 
would 

1. Be less faithful to the original. 
2. Have a shoulder that probably 
would print, since electros are rather 
shallow 

}. Require a tacking edge that pre 
vents makin up « lose to type or other 
cuts, unless sweated on a solid metal 
hase—which is expensive 

Further. such electros are almost im 
possible to print clean, without filling 


up. unless the form is frequently 


Remington 


GENERAL @® ELECTRIC 


Lackawanna 
Railroad | 


MER OY 


By A. RAYMOND HOPPER 
Account Executive 

G. M. Basford C 

New York 


washed, because neither electros or en- 
gravings can be made with counters 
sufficiently deep. 

What is more, even though the elec- 
tro might be sweated on a solid base, 
it won't drop into a mass of solid set 
type without causing trouble, because 
type ts cast to point measurements and 
electros are not. Hence, they are bound 
to cause lock-up troubles, loose forms 
and extra separation between lines 
where they are used 

Blocked eleetros in such an applica- 
tion of course are out entirely, and any 
electros, of such small items especially, 
are subject to variations in height 
which are almost ir ipossible to cor 
rect because of their difficulty to 
handle 

Thus, the entire process may be 

Continued on page 110 
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Now —Kimberly-Clark brings you 


Premium Papers at 
Standard Prices! 


HOT OFF THE PRESS — WITH SPARKLING NEW LEVELCOAT SALES APPEAL! 


Now you can make every impression 
a far better impression — without an 
increase in printing cost! For Kim- 
berly-Clark’s four new fully-coated 
Leveleoat* papers with new fiber, 
new formula, give you premium qual- 
ity press performance and reproduc- 
tion—at the cost of ordinary paper! 

You'll 
brightness, feel new smoothness, in 
all four 1950 Levelcoat papers. In 


see new whiteness and 


make-ready, on large or small presses, 


you'll discover new economy and 
dependability. Finally, in comparing 
reproduction with that of any other 
paper, at any price, you'll agree 
there’s a striking new difference in 
the quality of printing achieved— 
with less waste—on 1950 Levelcoat. 

So regardless of your paper re- 
quirements — for long runs or short 
runs, for advertising pieces, mag- 
azines or house organs—look to 
Levelcoat for printability at its best. 


From logs to chips in 60 seconds! After 
whirling blades reduce logs to “postage stamp” 
chips, screens remove oversize pieces. It's part 
of the carefully integrated system whereby all raw 
materials, machinery and processes are produced 
or controlled by Kimberly-Clark — giving you the 
finest coated paper in this market. 


Egg beater a la Kimberly - Clark! Automat:. 
cally-controlled room-size beaters blend LongLac 
sulphate pulp with other raw pulps. This exclu- 
sive ingredient—plus the new white clay coat- 
ing formula—is the secret behind a super-smooth 
1950 Leveleoat with broad ink affinity, dimen- 
sional stability, and brilliant new whiteness. 


Ever picked a pick resistant paper? You have 
~if you've picked Leveleoat! And just as this 
picture shows the test for opacity, so does Kim- 
berly-Clark test each lot of paper for pick resis- 
tance. They're just two of the 79 checks that 
assure, in new Leveleoat, the press performance 
and reproduction of higher-priced pcper! 


Before choosing any printing paper — Look at Leveicoat 


New HIFECT*~ 


permanence, foldability, di 


with sulphate-cooked 
fibers added 
mensional stability make Hifect ideal for 
covers or any fine letterpress printing. 


New LITHOFECT® — for offset printing. 
Lithofect provides a moisture-and-pick-re 
sistant coating. Offers outstanding foldabil 
ity. Renders colors without loss of density. 


INDUSTRIAL MARKETING, May, 1950 


New TRUFECT* — whiter, smoother, folds 
Trufect, for letter- 
press, offers faster ink setting time, greater 


even better than before 
press dependability, finer reproduction. 


New MULTIFECT*—an economy sheet 
for volume printing. Now Multifect has added 
strength, better foldability, greater uniform 
ity ream-on-ream than ever before 


KIMBERLY-CLARK 


CORPORATION 


NEENAH, WISCONSIN 
Clark 


. 
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INTRICATE DISPLAY units like this, which shows numerous temperature con- 
trols actually in operation, are prepared by the advertising department for use in 
district sales offices of Wheelco Instruments Co., Chicago, a moderate sized manu- 
facturer in the field. Buyers are brought to the offices for demonstrations. From 
left: Hans Bluethe, advertising manager, and R. A. Schoenfeld, vice-president. 


How Industrial Instruments 


Sell to Six Major Markets 


@ Distribution methods of instru- 
ment manufacturers are outlined 
in this 12th monthly article in an 
industry-by-industry series on in- 


dustrial distribution. 


MERICAN industry would grind 
to a sudden halt without the 
thousands of instruments that keep an 
eagle eye on the nation’s production 
machinery, tell it what to do when 
and often keep permanent records of 
its activities. 

Industrial instruments are an im- 
portant factor in almost any type of 
production you can think of. You'll 
find them watching, controlling, and 
recording temperatures, voltages, wat- 
tages. liquid and gas flows for all in- 
dustry. 

Instruments play an important part 
in the manufacture of steel, plastics. 
chemicals. Instrument control power 
for sprawling factories, watch the 
temperatures of molten metal in foun- 
dries, measure humidity in pharma- 
ceutical plants. Instruments are used 
by the butcher, the baker, the candle 
stick maker—to turn out better prod- 
ucts. 

As in many industries, a relatively 
few t ompanies ace ount for a large 
portion of total produc tion. A partial 
list of the nation’s leading manufac- 
turers of industrial instruments would 
include such names as Brown. Hays, 
Bristol. Westinghouse, Leeds & North- 
rup, Foxboro, Republic, Taylor and 
W heel 

The distribution practices of the in- 
strument industry do not differ radi 
cally from many other industries. 
Wheeleo Instruments Co. Chicago, 
represents perhaps a typical instru- 


ment manufacturer— if there is such a 
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Does Your Adv Reac 
Metalworking’s “Inaccessibles 


One of the most important assignments you 
can give your advertising is that of influencing 
the key executives who have the power to say 
“thumbs up” or “thumbs down” when the 
purchase of your product is discussed. . .but 
who are inaccessible to any form of direct sell- 
ing. 

This is a job for which MACHINERY is es- 
pecially well qualified, because MACHINERY 
reaches these highy placed executives when all 
other methods—and media —fail. Just as your 
own salesmen cannot see these important buy- 
ing authorities, neither can the subscription 
salesmen for many of the magazines in the 
metalworking field. For that reason, coverage 
achieved by an all-paid circulation is spotty 
just where it should be most complete- 
among the engineering and manufacturing 
executives at the higher levels of management. 


To fill these gaps in coverage. we employ 
Directed Distribution, whereby we supple- 
ment our high quality paid circulation with ad- 
ditional copies directed personally to those 
executives who cannot be reached by any 


means of subscription solicitation, but who are 
known to be important specifying and buying 
authorities. Beeause MACHINERY’S useful 
editorial content covers both engineering and 
production in the manufacture of metal prod- 
ucts, it naturally attracts most of the executives 
with broad interests and authority. To com- 
plete its coverage of these key buying authori- 
ties, MACHINERY supplements its paid cir- 
culation with an additional 18% Directed Dis- 
tribution. All of the men who receive Directed 
Copies must indicate—-every six months 
that they wish to continue receiving MA- 
CHINERY. In response to our query we get a 
“renewal request” from these key men of 
93.19%! 


Directed Distribution enables you to reach 
more of metalworking’s “inaccessibles” with 
your advertising message...to make certain 
that you get a regular monthly audience with 
the men who must say “thumbs up™ before you 
can complete a sale. 


MACHINER 


Engineering and Production in the 
Manufacture of Metal Products 


The Industrial Press, 148 Lafayette Street 
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ABC publications 


know how to hit reader-interest unerringly 


because they to. 


A n ABC publication, like a paid ball-player, learns 
to hit — or else The secret of learning to sock is as 
sumple as that 

In this league, a hit means just one thing: it means a 
subscriber has bought a publication to read, Or put 
ting at the other way ‘round, it means a publisher has 
put out a magazine so we ll worth reading that a man 
wants to read ut and lays cash on the line so he can get it 

Unless an ABC publisher can hit reader-interest like 
that, he can't show circulation. If he can't show circu 
lation, he can't get advertising. And if he can't get 


vulvertising he goes out of business. No hits, no jobs 


ABC. Audit Makes a Publisher 
Show He Can Win Readers 


Carculation the ABC uses that term, ts @ certs 
hed count of net paid e. wanted — copies, and only 
those. Copies merely mailed tree to people who may or 
may not want them don't count as circulation. The 
ABC. calls them “unpaid distribution,” and lists them 
the way you might keep tabs on a batter's practice thies 
The Audit Bureau, and the advertisers who rely on its 
fwures, credit a publisher with a hit only when he has 
earned ut by wetting a subscriber to want and pay tor 


his publication 


6 


Why Pro's Learn... 


There is only one way he can do this: by making the 


publication good. Phat is, by making it interesting and 


valuable to read 


You Can't SELL a Product 
Unless it is Good 


\ publication is like any other product offered in ex 
change for people's money. It has to be sold, of course 

actively sold, like a car or a candy-bar, a caliper or 
a convevor-system. But as every manutacturer knows, 
you can’t sell a product unless it is good. 

And in the business paper field the ABC publisher 
has to sell his product for money in a market where 
untold quantities of literature, technical and semi 
technical, are available without charge. He must pro 
vide a service so helpful that industrial buyers will 
purchase and repurchase it, notwithstanding the flood 
of material to be had for the asking — or for no asking 
at all. His product has to be good to sell in such a 


market 


Earning — and Showing — Renewals 


The ABC publisher is subject to another necessity 
He must win renewal subse riptions. He must win them 


cash with order not just because he needs them or 


INDUSTRIAL MARKETING Moy, 1950 


bo 
‘ 
- 
at fe 
le ( v\ 
\ 
] 
§} 
\ 
= | 
\ ~ 
> 
| 
| } 3 
+ 


because the Pecipients ask tor them. His success in do 
ing this shows up on the ABC audit, where it provides 
advertisers and agencies with a gauge of the publica 
tion's vitality and ability to keep pace with the field it 
they recognize the 


serves. Manufacturers watch this 


importance of reorders for their own products, When 


repeat orders run counter to business trends it is time 
tr check up on the product 

\udited-paid publications alone prov ide advertisers 
and their agencies with this picture of repeat sales. 11 
is not the least of the values offered by paid circulation 

and it is one that the publisher must earn by supe 
rio performance 

So the paid circulation publisher learns, as a matter 
of sheer self preservation the art of 


sock that wins and holds readers 


In our own business, for example, editors get ining 
by-inning reports not only of subscription returns but 
also of the correlation between those returns and cet 
tain editorial features, since much of our mail circu- 
lation promotion is based on editorial matter already 
published. ‘They get direct reports, too, from field sub 
scription salesmen, a part of whose job is to find what 
people are reading and want to read 

All good publications based upon paid circulation 
do the same kind of things in their own ways 

And they all have this in common: the accuracy of 
their editorial judgment, their ability to meet reader 
interest, is reviewed and voted on by the subscriber 
at the beginning and cach time his subscription comes 


It the 


finds the publications good, they 


up for renewal subscriber 


CONSISTENTLY 
ted a 


fisin 


The Hard Way is 
the Right One 


ne dcve 
unm 


he promotion 


He learns it the hard way which 


is, in fact, the sound way: by tram ; : 
ang in 


ing his judgment upon the actual 


series 


verdict of real subscribers. His mis 
onvictions 


takes, if any, strike right back at 


methods in the 


him. No matter how well he may 
think of 


pattern or policy, no matter 


help a liertiser 
make 


the 


an editorial feature or 1 more ¢ 


inherent 
how 
Rusiness 
t may be praised by his associates, 

This as 
be glad t 


pre 


if it results in a loss of subscrip Fe 


toons, it’s a strike-out. Similarly 


his correct judgments—increasing 


of business paper adver 
general, and a 


‘Sines papers ofa ypes 


about « 


ralues 


Magazunes 


send 


ious messages 


are in. If he finds them not good 


the years, we enough to pay for, they are out. 


major share of our 
appropriations 


hetter 


And if they are out, the publisher 


is out of subscribers, then out of 


unde? 


ofa 

advertisers, and eventually out of 

greater use business. No hits, no job 
Tr 


are ¢ \pre ssinig 


The Pay-Off on 
ABC. Circulation 


irculatior 
hope that they wi 
sand thei agencies 


\n ABC publication must be in 


flectiwe appraisal of 


ailable 
available i teresting to readers im order to 


exist. And the fact that it exists 


Well 
he 


in the series 


and prospers is the first proof that 

otnes of t 
it ts interesting, 

who rate 


\dvertisers, rightly 


ly better as he gains experience 
are confirmed in the only way that 
buy them. Literally, they 


can't be disputed: peopl 


buy them — by subscribing in increased numbers for 


his publication. 


The Mechanics of Learning 
From the Subscriber 


All publications olf course, keep as close a tab on the 
desires of the reader as their set-up, form of organiza 
tion and resources will allow, Every type of publication 
watches correspondence, maintains personal contacts, 
studies results from questionnaires and other readet 
trathe studies 

But ABC publications have the facilities for a broad 
continuous contact with all 


operating interchange ol 


er, more direct and more 


readers. In any well-conducted business publica 


tion there is an organized 


information between circulation and editorial depart 


nts 


reader-interest as a major factor in 
advertising value, are accustomed 
to reason that if a man pays for a publication he is 
But the converse ts 


more likely to read it. That is true 


even more self-evident 
The fact that a publication wins paying subscribers 
that it 


is proof in itself that the paper is good is 


getting read. A pro must be good if he lasts in profes 
sional baseball. A paid business paper must be read if 


ABC. 


it continues to hold its place in the major league 


McGraw-Hill Publications 


430 West 42nd Street, New York 18, N. ¥ 


HEADOUARTERS FOR BUSINESS INFORMATION 


MAGAZINE IS A MEMBER OF, OR IS Ol 


EVERY McGRAW-HILI 


ALIFYING POR MEMBERSHIP IN 


THE AUDIT BUREAU OF CIRCULATIONS 
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thing. The company is neither the 
largest nor the smallest. Its line in 
cludes instruments for use in the 
metals, plastics, ceramics, food, chemi 
cal and power industries 

The company’s sales and distribu 
tion structure is comparatively simple 
semi-decentralized sales control 
is used with two sales managers head 
ing up the operations for an eastern 
and western division. The eastern 
division extends from the Atlantis 
coast to Cincinnati, and the western 


division extends on to the Pacific 


Domestic, Foreign Sales 


District managers work under the 
division managers, of course devot 
ing all their time to Wheeleo. Also 


working under the division managers 


are district’ agencies independent 
distributors that handle Wheelco 
products along with other related 
lines. District agencies are usually lo 
cated in areas where business poten 
tial does not justify the expense of 
maintaining a company operated of 
fice and range in size from a one to 
an eight or ten man operation, They 
are responsible for both sales and 
service activities, 

Distribution overseas flows through 
the eastern division office to outlets 
in more than 20 foreign countries. 

Frequently working with a district 
manager is the sub-agent—an in 
dividual or organization representing 
the company locally in areas remote 
from the district office. The sub-agent, 
again, must perform a service as well 


as a sales function 


Six Types of Customers 


Wheelco classifies its customers in 
te six different groups. They are 

1. Manufacturers of original equip 
ment who resell Wheelco instruments 
for use with a product of their own 
manufacture These organizations 
usually maintain appli ation enginect 
ing and field inspection facilities. 

2. Educational institutions and wel 
fare organizations including high 
schools colle yes universities Red 
Cross, ete 

+. Engineering and service organi 
zations performing a resale function, 
which regularly sell, catalog or list in 
struments as either a standard or ex 
elusive item and maintain application 


engineering and field service facilities 


1. Jobbers, wholesalers, distribu 


Cover Picture 


RECORD IN STEEL 


PURPOSE of the current campaign by 
Budd Co., Philadelphia, in Fortune is 
to impress business men and investors 
with the variety and scope of Budd 
products and operations. Copy in this 
ad from the campaign helps carry on 
the job in first sentence: “The all-steel 
automobile body, now in almost univer- 
sal use, was invented in 1912 by The 
Budd Company,” Lewis & Gilman, 
Philadelphia, is the agency. 


tors, laboratory supply houses who 
resell equipment to dealers, indus- 
trial users, research laboratories, hos- 
pitals, schools, ete 

>. The occasional resaler —dealers 
and other organizations which oc- 
casionally resell or accept orders for 
instruments, but place no emphasis on 
their sale 

6. The end-user who actually uses 
the instruments, 

Purchases by any or all of these 
buying groups can be made through 
district offices. sub-agents, or district 
igencies. depending on which type of 
outlet’ is nearest to the customer 
Special trade discounts apply to each 
group of resellers. Quantity discounts 
are also granted 

\ unique feature of the company’s 
distribution and sales structure is that 
there is no home office sales depart 
ment no home office sales mat ager. 
All customer orders are handled by 
a district offee. a sub-agent. or a dis 
treet agency 

\ large volume of the company s 
products flow to market through 
manufacturers of original equipment. 
Standard or specially designed instru 


ments are used by manufacturers of 


quipment sur h as boiler s, ovens, 
kilns, pots, vats, heat sealing equip- 
ment, plastic injection and extrusion 
machines, die casting machines and 
heat treating equipment. 

District offices as well as district 
agencies carry a stock of instruments, 
and related equipment—also parts, 
sub-assemblies and loaner instruments 
for quick repair service. Inventories 
will run $2,500 to $10,000 depending 
on the size and importance of the 
area, and whether or not it is within 
overnight shipping distance from the 
factory in Chicago. 

Both district offices and district 
agencies utilize display rooms or dis- 
play windows to house rather elaborate 
units developed by the advertising de- 
partment and made available on a con- 
signment basis. Many of these units 
are of a type suitable for use in local 


industrial shows. 


Broad, Basic Campaign 


Outlets are supported by “basic” 
and “direct market” campaigns run- 
ning coneurrently in publications 
covering the metals, chemical, plas- 
tic, electrical, ceramics, and petrole- 
um industries. The basic campaign is 
of a broad nature——plays up benefits 
and advantages common to instru- 
ments that can be used in all of these 
fields. The “direct market” campaign 
uses a series of different ads to chan- 
nel different and specific messages to 
each industry. 

In addition to regular sales helps 
such as catalogs, bulletins and_re- 
prints, Wheeleo supplies its salesmen 
and representatives with lightweight 
mock-ups of one of the company’s 
faster moving items (the Capacilog. 
a recording pyrometer). The mock-up 
has these advantages: 

|. Light weight—eight pounds as 
compared with 60 pounds for a regu- 
lar Capacilog. This permits easy 
demonstration to the prospect in his 


own offic 2 


2. “Gadget appeal.” to which most 
engineers and technical people are 
susceptible 

More than 2.500 plants in the 
Lnited States manufacture instru- 
ments and related parts for industrial, 
commere ial and domestic uses, and 
employ almost 250.000 men and 
women, who annually rack up a 
‘value added by manufacture” tally 


of well over $1 billion. 
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HERE’S HOW ROCK PRODUCTS 
MAKES YOUR ADVERTISING 
DOLLAR DO MORE 


THE BIG 
CEMENT ISSUE 


IN AUGUST 


The Cement Industry is operating 
at an all-time high. Sales of equip- 
ment are running at an all-time 
peak and will be even greater. This 
year the Annual Cement Issue of 
ROCK PRODUCTS promises to be 
even better and bigger than last 
year's, which broke all records. 
Plan NOW to take advantage of 
it by using dominating space. No 
increase in rates. Closing date 
July 8th. 


SERVICE TO READERS IS THE BUY-TEST 
when selecting an industrial magazine for 
best-result advertising. ROCK PRODUCTS 
has become "The Recognized Authority" 
because of its outstanding editorial service, 
performed by technical men who understand 
the technical requirements of the industries 
served. 


Every development, trend and opportunity is 
not merely reported but interpreted to 
show its significance. 


ROCK PRODUCTS readers are the impor- 
tant, busy decision-making men in the non- 
metallics industries. To them, the publication 
is a reliable business tool in which they have 
confidence, a businessman's “must"’ for the 
profit-conscious. 


This is why ROCK PRODUCTS reaches more 
plants than any competing publication, has 
held the highest circulation renewal rate for 
years, and is able to deliver this important, 
interested readership at the lowest cost per 


page per |000. 


WRITE FOR YOUR COMPLIMENTARY COPY of the booklet 
which gives the story of Rock Products Editorial Service. It 
contains complete detail of the editorial policy. How the publi- 
cation helps its readers operate more efficiently and profitably. 


A MACTEAR-MUNTER PUSUICATION 
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EMONSTRATION,. when it's 
clear and exciting, helps sell. 

Westinghouse blectric orp. Pitts 
burgh, supported that selling philos 
ophy when the company organized a 
traveling show to persuade industrial 
suppl ers that they can do their work 
better, faster and « heape r electrically. 

The show, which made its debut in 
Akron, is being presented by public 
utilities for their industrial customers 
m 125 cities throughout the country 
in the coming year 

Making full use of action and prod 
uct-in-use, lecturers stage a variety of 
demonstrations Dielectric heat is 
used to bond together several layers 
of plywood so firmly that the wood 
splinters before the bond breaks 
Paint is dried in five minutes with in 
fra-red heat. A fire is started with in 
adequate sized wires and improper 
fusing to dramatize the need for prop 
er electrical equipment Klectrostatic 
au cleaners are demonstrated with a 
working model 

\ movie shows furnace brazing 
and radio-frequency heating in plant 
production lines. 

The show will conclude its tour on 
the Pacific coast early in 1951 


Offers Telephone Information 
Service at Industrial Show 

One of the pet peeves of the sales 
man manning an industrial show ex 
hibit is answering que stions that 
pertain to the show but not to his own 
booth 

{merican Wool & Cotton Reporter, 
Boston, has capitalized on that peeve 
by turning it inte an isset The pub 
lication will furnish a complete tele 
phone information service ut the 
forth oming Ameri an Textile Ma 
chinery Exhibition May 8 at Atlantic 
City 


The service will be geared to help 


2.500 exhibit salesmen and more than 
95.000 Visitors locate each other 


COMMENT ON CATALOGS @ BOOKLETS © DIRECT MAIL 


Westinghouse Road Show 


Sales Promotion Ideas 


@ EXHIBITS @ MOTION PICTURES @ SLIDE FILMS @ SALES HELPS 


Helps Utilities Sell 


PRODUCT-USE AND ACTION features in “Productive Power,” Westinghouse 

traveling show. Above, left: Lecturer demonstrates strength of plywood bonding 

with dielectric heat. Right: Capacitor 1s used to achieve good lighting while cor- 

recting low power factor wasteful of wiring capacity. Below, left: Infra-red heat 

dries painted board in five minutes. Right: Inadequate wiring sets paper afire in 
demonstration of electric hazards. 


whether the inquirer has knowledge 
only of the last name, company name 
or product representative sells. 
Available data will include names of 
companies exhibiting, salesmen in at 
tendance, exhibit locations —and even 
what suites are serving cocktails! Six 
telephones, strategically located 
throughout the exhibit hall, will ae- 
commodate visitors. Calls will go di 
rect to a staff of hostess operators who 


will answer inquiries. 


Package Display Offered 
for Rent at Industrial Shows 
Something different is being offered 
a package display that can be rented 
by the exhibitor at the industrial 
show. The display, designed for a 
standard 10-foot space but expandable 
to 20 feet, is offered for rent by Hart- 
wig Displays, Milwaukee. Selling 
point: economy for small businesses 


and majors exhibiting in minor shows. 
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NOW © @@ D. offers concrute proof of readership! 
>= progt | 


89.6% of the individuals who receive NEW EQUIPMENT DIGEST not 
only read it but have proved that they wse it by sending sales inquiries 


to manufacturers. 


No vague theories are involved here. These are cold facts from the toughest 
test of readership an industrial publication can undergo—the actual pro- 


duction of sales leads from readers. 


These figures come from an exhaustive study of the complete circulation of 
N.E.D. in three states. 9971 individuals were asked whether, as a result of 


65,013 reading N.E.D., they had sent sales inquiries to manufacturers. The results 

ail PIES speak for themselves — 89.6% gave positive proof of readership and 
otal buying action! 

istribution) 

j The complete details of this study are in our new booklet, “PROVED 

9200,000 READERSHIP”. Write for your copy today. 

ADERS 


41,524 
"PLANTS 


amp ALE 
Cc - 


A PENTON PUBLICATION 


1213 West Third Street 
Cleveland 13, Ohio 
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Tough TENITE for Hard Wear 


TENITE 


Newspaper Campaign Pushes 
Tennessee Show Exhibits 

How to advertise to the unknown 
prospect in an unknown manufactur 
ing field-—-that age-old problem of 
primary materials manufacturers 
was solved by Tennessee bastman 
Corp., Kingsport, Tenn., through un 
usual coordination of newspaper, busi 
Hess paper industrial show and direct 
mail advertising 

After an introductory newspaper 
campaign for Tenite, a plastic mold 
ing material, bi-weekly insertions im 
the Veu dork Times were supple 
mented by three-quarter and full page 
ads at the time of important industrial 
and trade shows. Each ad carried a 
line plugging the show as well as the 
fact that Tenite products would be 
displayed there 

hight such ads ran. featuring Ten 
nessee bastman customers end prod 
ucts made of Tenite in hardware 
business equipment, sports equipment 
tovs and housewares. Preprints were 
mailed to buyers before each show 

The introductory newspaper and 
business paper campaign brought a 
substantial load of inquiries repre 
senting potential business in fields not 
formerly realized as a prospect for 
plastics. For example, an ad featuring 
a lawn mower roller of Tenite brought 
an inquiry from a South African on 
the possible use of Tenite rollers as 
conveyors in mining operations. In 


two vears, Tenite conveyor rollers 


were on the market 


field, to encourage 


O/SPLAY 
CARD 


SLOT. | 


SIMPLE gadget for attaching a sam- 
ple of your product or any exhibit 
piece to a display panel has been de- 
veloped by Fastex Inc. Cleveland 
Gadget is no more than a rubber band 
with a heavy nub of rubber at one end. 
Rubber is looped over end of Fastex 
hook (A), pulled through hole in dis- 
play card (B). Rubber nub prevents 
entire band from slipping through, of- 
fers loop in which to insert displayed 
article such as wrench (C). 


Roofing Salesmen Helped 
by New Kit 
Salesmen's struggles with bulky 
books and samples has beon relieved 
at United States Gypsum Co., Chicago 
The company has developed a sales 
demonstration kit for roofing and 
siding salesmen The kit. called 
Shingle-Vision. weighs less than ten 
pounds and includes a 35mm slide 
projector, « olor slides, a self-contained 
screen, LO’ cord and leather file case 
Nearly 200 slides are grouped for 
convement presentation of sper 
shingle or asbestos siding styles and 


color offerings. The sereen is exposed 


TENITE ror roots 


BOOSTS SHOW ATTENDANCE—Tennessee Eastman buyers and manufacturers to see the company’s exhibit at the 
Corp., Kingsport, Tenn., maker of Tenite plastic molding ma- 
terial, used a full page in the New York Times, featuring 15 
Tenite products used in the hardware 


National Hardware Show in New York. Subhead at bottom 
urged attendance. Tools in ad were exhibited at the company’s 
exhibition booth. Ad preprints were mailed to buyers. 


by removing front cover of the kit. 
The hinged back folds down and the 
salesman can remove the projector 
and plug it into any outlet. 

The kit is now being shipped to con- 
tractors, and the company expects that 
several thousand will be in use during 
the summer selling season. Fulton, 
Morrissey Co.. Chicago, is the agency. 


‘Electrical Salesman’ 


DESIGNED to clarify talks to buyers 
or other groups, this “electrical sales- 
man” has been put to use by Penn 
Mutual Life Insurance Co., Philadel- 
phia, for showing company’s agents 
the results of direct mail advertising. 
Device is a box four inches deep, con- 
taining 11 translucent plastic sheets, 
each carrying a different printed chart. 
Speaker turns on desired chart by 
pressing one of 11 light switches. De- 
vice is based on idea of Karl L. Gauck, 
research director, Geare-Marston, 
Penn's agency 
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“PACK HORSES” OF INDUSTRY 


Today millions of wheeled “pack horses” share with railroads, air and 


steamship lines the task of transporting materials and products of = 
Truck, Trailer & Tractor 


Advertisers’ in 
Business Week 


industry. Many of these vehicles are designed and built for specialized 
purposes, but the industry has little variation in one respect... the 


widespread use of Business Week to sell its products and services 


REASON: Manufacturers of trucks, trailers and tractors know that . r Div, General Motors Corp. 

Business Week reaches today's most highly concentrated audience of 

Management-men executives who make or influence buying de- 


cisions, 


RESULT: Leading manufacturers of trucks, trailers and tractors adver- 
tise regularly n Business Week's pages The y have learned that Business 


Week sells goods... that it works for them effectively and econom- 


ically, because — 
y 


WHEREVER YOU FIND IT, YOU FIND A 


MANAGEMENT-MAN...WELL INFORMED } «<GRAW HILL PUBLICATION 
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General Ame an Transs tation Corp 
| General American Aerocoach Corp.) 
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The Elegance of Simplicity 


BULMER 


Warm and friendly and tree from sell-assertiveness, 


with a firm texture and rich color that skilfully avoid 


heaviness. Bulmer Roman is a thoroughbred of sound 


ivy cle sign In mass of display, it never grows techous, 


historic creation of one of England's finest 18th 
century ce Sighiers IS as old as the United States and 


ws modern as 1950. With Baskerville for grandfather and 


Bodom for godfather. Bulmer is modified by a gracious 


Artistic fecling that has endeared both its text and oy 
display sizes to bookmen and advertisers alike. ; 
Bulmer’s Italics are especially graceful, and are widely 
by typographers for their beauty and charm. 
spice-touch of quaimtness in a few chosen 


characters, and fine tlow of shaded curves, are gently 
restramed by a disciplined regularity and not-too-close 
hitting that promote easy reading. 


Sizes available from 6 to 48 point, with roman 


small caps and both roman and italic oldstyle 


higures tonted separate ly. 


AMERICAN TYPE FOUNDERS 
200 Elmora Avenue. Elizabeth B, New Jersey 
Branches in Principal Citées 


Write NOW for 
Style Book on Bulmer, showing how the eminent typographer 
and designer. Georce F. recommends using this beau- 
tilul face. Also entirely new Specimen Sheets of Bulmer Roman 
and Italie. mecluding valuable material never betore presented. 


Both mailed gladly, upon request on your business letterhead. 
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Seven Ways to Measure 


Your Market Potentials 


TARDSTICKS for determining 
market potentials may be classi- 
fied in seven broad categories. 

These are (1) comparison of com- 
pany sales with industry sales statis- 
ties, (2) the area sales test, (3) the 
cross section survey, (4) the complete 
census, (5) the recognition survey, 
(6) the distributor survey and (7) 
the survey of undeveloped potential. 
We will analyze these methods later. 

Manufacturers need these methods 
to help them select the plants that con- 
sume the great proportion of their 
products, Since each industry to 
which they sell has its own peculiar 
characteristics, the manufacturers 
need a yardstick that will help them 
pick out the worth while plants indus- 
try by industry. 

As we have found at MeGraw-Hill. 
and as our 1949 census of manufac- 
turing plants, which has just been 
completed, demonstrates, the worth 
while plants within an industry can 
be selected on the basis of number of 
manufacturing employes. This means 
that to measure a plant's relative im 
portance you must know what it 
makes and how many manufacturing 
people it employs and compare it 
with other plants making the same 
ty pe of produc t. 

By using the number of employes 
you can select a cut-off point and 
concentrate your sales efforts on the 
plants which represent the proportion 
of the whole potential you find it de- 
sirable or economical to cultivate. 


UW heat from Chaff 


The combined yardstick of num- 
ber of employes and product manu- 
factured is useful also because within 
an industry the number of employes 
serves to measure other important 
market characteristics. Studies have 
demonstrated that within an industry 
there is a good correlation between 


number of employes and value of 
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By JOHN C. SPURR 
Director of Research 
McGraw-Hil! Publishir 


New York 


product, horsepower, and the con- 
sumption of standard industrial goods. 

The problem in any attempt to 
rate prospects ts not to get names. 
They are easy to get. What they repre- 
sent is the thing that counts. Are they 
plants, warehouses, sales offices, 
wholesale or retail outlets? Are they 
large or small? Do they represent a 
good potential for a particular type of 
product? The real job is to separate 
the wheat from the chaff. 

Another problem is determining 
what constitutes a worth while plant. 
In most available lists, capitalization 
and credit rating are used. Useful as 
they are for the purposes for which 
they are intended, these indices do not 
indicate adequately the importance of 
individual plants. One reason is that 
all plants of a single company inevit- 
ably have the same financial and 
credit rating. irrespective of their in- 
dividual size or their particular prod 
uct. Another reason is that the direc 
tories which use these indices are not 
intended as a source for locating 
plants and do not even pretend to list 
them completely. 


The best yardstick for measuring 
plant potential is the number of em- 
ployes. This is most effective when 
related to the product manufactured 
so that comparisons are made only 
among plants of the same industry, 


Relatively Few Plants 


As shown in the “L949 MeGraw- 
Hill Census of Manufacturing Plants,” 
manufacturing plants in the United 
States with over 50 employes consti- 
tute only 18‘. of the total manufae- 
turing establishments in the country, 
but they employ 84°. of all manu- 
facturing employes and account for 
85") of the value added to products 
by manufacture. 

For the purpose of industrial market 
research, this fact is particularly im- 
portant because it means that surveys 
can be made among the relatively few 
plants that are the principal custom- 
ers of industrial concerns. 

In the light of the foregoing, let 
us consider the major methods of de- 
termining market potentials. 

If you have been selling to indus- 
try for any period, you have accumu- 
lated experience that can be used for 
determining markets and potentials. 
One method frequently used is the 
comparison of company sales with in- 
dustry sales statistics. 

The first step is to determine your 
company's percentage of total indus- 
try sales (or sales of a particular prod- 
uct under study) by states and by in- 
dustries. 

In working out the distribution of 
sales to industries, it is desirable to 
classify your customers according to 
Standard Industrial Classifications so 
that your sales records can be com- 
pared with standard statistics. The 
distribution pattern should be based 
on volume of business. 

The next step is to select the indus- 
tries to which your company sells and 
work out the distribution of the worth 
while plants in these industries accord- 
ing to the breakdown required. Two 
distribution charts, one of company 
sales and one of consuming industries, 
can then be prepared and compared, 

If the company has been doing a 
conscientious job of distributing its 
products throughout the country, the 
distribution of sales will parallel fair- 
ly close to the distribution of the po 
tential by states. In the states where 
the percentage of potential significant 


(Continued on Page 124) 
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Collier's, Look, and mony other great magazines. That's 
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Profitless Prosperity Again? 


Back in the twenties the phrase “profitless pros 
perity” was used to indicate a condition under which 
the manufacturer did a sizable volume of business 
but due to competitive conditions made very little 


The reason, interestingly enough, was that World 
War | resulted in an expansion of the industrial 
plant for war production purposes, ane the capacity 
thus created was sufficiently in excess of civilian, 
peace-time requirements to create serious sales 
problems in the ensuing decade. Business was ac 
tive, but it took good management to meet the strong 
price competition which increased manufacturing 


capacity « reated 


While this situation has not developed generally 
thus far in the vears following World War II. there 
is a strong probability that it may emerge as one 
of the leading problems of business management 
It is true that basic economic conditions are favor 
able, They include a substantially increased popu 
lation, a national income of record proportions, a 
large volume of liquid savings and a continuing 
demand for durable goods. including industrial 
equipment, residential and institutional construc 


tion and automobiles 


Yet it is well known that our productive capacity 
was greatly enlarged during the war. and it is rea 
sonable to assume that present owners of manufac 
turing plants desire to operate them at close to ca 
pacity Linder today’s high costs and high break 
even points, itis imperative that volume be main 
tained. If sales cannot be found at normal prices 
which yield a satisfactory profit, pressure for vol 
ume business may result in lower margins and in 


some cases dangerously low profits 


\ leading manufacturer of building products, 
whose position in the market is « xeeptionally strong 
from the standpoint of consumer and industrial ac 
ceplance commented recentl) on the situation 
which is developing in this field. Building is active. 
and orders are being placed in volume. But in many 
Cases competition is willing to accept orders at low 
er than normal prices. This results in the buyer of 
fering the business to the preferred manufacturer 
at the low prices quoted by competition, And in 


some cases the orders are acceple don that basis 


What are the solutions to the problems of “profit 
less prosperity,” or volume without profit? First of 
all, of course, it is necessary to maintain a modern 
and efficient plant. This should provide the key for 


much industrial advertising, especially since Me 


Editorially Speaking 


Graw-Hill has reported a survey indicating a down- 
ward trend in the demand for new plant equipment. 
Low-cost production is essential to the maintenance 


ofa competitive position. 


Second, it will be more than ever necessary to 
maintain customer acceptance. Brand preference 
will prove to be a highly valuable basic asset under 
{ products, 


the new competitive conditions. Go 
plus good service and consistent promotion, will be 
indispensable in creating and maintaining this po- 


sithon. 


The company without established acceptance in 
the market must often take available business at 
the lowest price at which it is offered. The manu- 
facturer whose products are in demand is in a 
strong position to sell at reasonable prices and thus 
maintain volume with profit. That is today’s chal- 
lenge to management in general and to marketing 


executives in particular, 


® How Good Is an Ad? 


Many advertising competitions are being con 
ducted by local and national associations, repre 
senting both general and specialized interests in 
the advertising field. In our own sphere the com- 
petitions of the Associated Business Publications 
and the National Industrial Advertisers Associa- 


tion are outstanding. 


These competitions represent a worth while ac- 
tivity. since they stimulate effort for improved per- 
formance. Everyone likes to be recognized for 
achievement, and the awards are highly regarded 
because they represent the consensus of expert opin 


ion as to technical excellence. 


We would like lo see more stress laid im all ad 
veriising Competitions, however, on actual advertis 
ing objectives and results. The Cleveland Advertis- 
ing Club, in which industrial advertisers are well 
represented, in conducting its own local competi 


tion along these lines. 


It is extremely difficult for those studying entries 
and making awards to determine accurately the ef 
fectiveness of advertising. Most ads and campaigns 
today are good from the standpoint of layout. art 
and copy. But without knowing what the advertiser's 
objectives were, and what results were accom 
plished, the judging may represent little more than 


an educated guess 


It would do much to raise the level of advertis- 
ing competitions to include in the rules the require 
ment that at least some evidence be submitted as to 
what the advertising was intended to accomplish 


and how nearly the objective was realized. 
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Prepere? 


Purchasing 

Distribvtors Edition, over 200 tretd 
peges of supply firms index, * 
lus comprehensive engineer- Radio end Blectron™ 


products list. Advertis- 
ing repected here. 


@ If they ought to know, tell them in the IRE 
DIRECTORY. This is the Directory in which they 
have a personal interest. It lists more than 17.500 
members of The Institute of Radio Engineers and gives 
their membership grade, length of membership, busi- 
ness connection and address. It contains the annual 
report of the Institute, its Constitution, an index to 
supply firms in the radio-electronic field, and an 
engineers guide to products. 

@ 3527 different firms have cooperated in helping 
set up the company and product indexes, supplying 
detailed listings of the radio-and-electronic products 
they make or services offered. 17.500 members have 
helped by furnishing their personal reports. The 
whole project is a co-operative, non-profit service to 
members and the industry they serve by supplying an 
annually corrected directory of engineers. firms and 
products in one, easy-to-use volume. 

@ The information provided is unique. Engineer- 
work with engineers and the membership lists provide 
both a fellowship service and a record of experience 
and standing, vital in a technical and scientific 
industry, 

The product data is arranged in fundamental 
classifications, established by engineers. for engineers. 
They are more direct, and faster to use than terminolo- 
zy classifications. In the alphabetical list of firms, num- 
ber coding reveals all the engineering products each 
firm makes for our industry. This gives a more com- 
prehensive picture of manufacturing and service firm. 
than appears in any other directory in the field. 

@ One advertisement works a whole year for your 


firm in the IRE DIRECTORY. Issued annually in 


Closes 
May 3Ist 


TO SELL THE 
RADIO 
INDUSTRY 
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Do Radio-Electronic Engineers 
KNOW what you make? 


Full IRE DIRECTORY supplied 
te members, seorly 500 pages 
of three directories in one, 
engineers, firms and products. 
Advertising originates here 


September, this book is kept as a prized possession by 
each member until the next comes out. [tis used again 
and agam because of its three important services 
engineers, firms and products, so completely and 
clearly indexed. Moreover, the advertiser gets all the 
“breaks” in this Directory because all his listings are 
in bold type, with cross-reference to the page of his 
display message. 

@ Space costs are economical, and requirements 
very flexible, ranging from one inch engineers ecard, 
or a sixth of a page display unit to complete catalog 
inserts. All ad unit sizes are standard to the 7x10 inch, 
3 column page. Rates are: 


6th page $ 60, 

1 3rd page $1, Identical to one Time “Pro- 

2 3rd page $180 ceedings of the rates 

Fall ‘ Contract advertisers gel sume 

2 pages or spread 0 

Catalog insert rates on re discounts. 

quest 


THE INSTITUTE 
Esta 
A Balanced Promotion Package 
“Proceedings of the L.R.E.” The IRE Yearhook 
The Radio Engineering Show 


303 WEST 42nd STREET, NEW YORK 18 WN. Y. 
Circle 6-6357 


shed 


@ The economical catalog insert plan started in 
1948 has proved a boon to firms wishing radio engi- 
neers to have their full data in a permanent and al- 
ways available file. Catalog advertisers doubled in 
1919 Prices will be quoted simply for inserting pre- 
printed 84,” x 11” technical catalogs, or including 
production and printing. 

@ The IRE DIRECTORY is the “product reference” 
part of the IRE Balanced Promotion Program. Ad- 
vertising in “Proceedings of the LR.E provides 
“product promotion.” and a Radio Engineering Show 
exhibit is “product presentation.” Ask us for the 
Program Plan. 


Issued 
Sept. 


OF RADIO ENGINEERS 


TELL THE 
RADIO 
ENGINEERS 
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LEADER IN DIE CASTING 
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“A leader requires the fundamentals of character, 


personality, and ability to inspire others. Effective Leadership 


can only he gotten hy 


Ever Present Tolerance... 


Living Examples, Faultless Justice, High Esteem and 


all children sired by Experience.” 


H. H. DOEHLER, CHAIRMAN OF THE BOARD, DOEHLER-JARVIS CORP. NEW YORK, N. Y. 


World's Largest Producer and Finisher of Die Castings 


We like Experience. [t's so solid a virtue. You 


either have it, or you don't have it. 


Turn back to 1855. The first leg of Cyrus Field's 
Atlantic Cable had just been laid between Nova 
Scotia and Newfoundland. Gay Paree was even 


the broader gauge stuff for top management. And 
always the sharp penpoint of the respected Inon Ace 
editorials . . . timely, mature, independent. 


275,000 ADVERTISING PAGES . . . news and technical 
data of products and methods and services, bought and 
paid for by the industry's major suppliers .. . entrusted 
to Tre Tron Ace to be delivered into the eager hands of 


gayer with its International Fair. In the good old 
USA, the metals industry, a lusty lad, was already 
busting out of its knee britches. 


the right man in the right plants across the market . . . 
currently 93° of the industry's buying power. 


This is the base for Iron Acer leadership in the 
; metals industry. There are other assets, of course, 
It needed a medium for the fast exchange of news 

, : 7 but selfishly, this is your greatest security behind 
and ideas, technical and business information. /t 
needed Tue Iron Ace. And for 95 years. you 


might well say we have been the metalworking and 


vour TRON advertising contract, 


metal-produc ne industry in print eee And this is why year after year 


The IRON AGE is... 


. IN PLANT COVERAGE 
.1N WEEKLY CIRCULATION 
. IN ADVERTISING VOLUME 
. IN MARKET SURVEYS 

MARKET COVERAGE 


4,940 WEEKLY ISSUES . . . covering all phases of the 
smelting. refining and processing of metals, and all 
phases of manufacturing operations. From the first 
Bessemer converter...to the birth of the new allev«... 
net alone iron and steel. bat aluminum, titanium, mag 
nesium, silver, zine. and all the other metals men live by. 


225,000 EDITORIAL PAGES .. . werkly news coverage 


pictures, descriptions, data on the products and proces 


ses of « giant that today ix one-third of all industry, The 


latest technical material for the specialized technician 


measure all Metal Magazines 


The IRON AGE 


...and youll make 
THE NATIONAL METALWORKING WEEKLY 


your Ist Choice too! 


, NEW YORK 
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Industrial Ad Problems: 


Questions and Answers 


ly COST per inquiry a valid yard 
stick of publication value? 

When an advertiser wants to re 
place his business paper advertising 
with general magazines, what can 
business paper representatives do to 
change his thinking 

Why shouldn't my company drop 
all business paper advertising xcept 
in several tablowd, new products pa 
pers that now are getting us a good 
volume of inquiries 

These and some 15 other questions 
concocted by and reflecting the prob 
lems of members of the Chicago In 
dustrial Advertisers Association were 
inswered by nine advertising man 
agency principals and business 
paper executives ina panel discussion 
it a monthly meeting led by modera 
tor William A. Marsteller. vier prest 
dent. Rockwell Mfg. Co. and former 
president of the National Industrial 
Ndlvertisers Assoctation 

The panel included Russell Oakes 
vivertising manager. industrial truck 
division, Clark Equipment Co. Bu 
chanan, Mich.; Stuart Phillips. adver 
tising director, Dole Valwe Co. Chi 
cago: Arthur Tofte. manager. adver 
tising and industrial press department, 
Allis-Chalmers Mig. Co. Milwaukee 
Harveys Seribner president Russell 
T. Low Ross Llewellyn. Ross 
Llewellyn bdward Lauesen 
vice-president Fuller & Smith & Ross 
{ | Price, Keeney Publishing Co 
Clark Boughton, Power, and Charles 
Haskins. Gas dee 

Questions and excerpts from the 


answers included the following 


Is cost pe nquiry a val yardstick 


of publication value 


Me Olakes The reliable way te 
find the answer is to determine first 
the jobs vour advertising has to dk 


And no one oft public can deo 


@ The following article includes 
excerpts from a transcript of a 
novel panel discussion at a meet- 
ing of the Chicago chapter of the 
National Industrial Advertisers 


Associati 


them all. Divide the number of in 
quiries from your best producer 
among the least costly media, and you 
find the “eost per inquiry” amazing 
ly low. But when vou divide the cost 
of prestige advertising by the relative 
ly small number of inquiries it pro- 
duces. vou find the cost per inquiry 


appallingly large 


Vostly Costly Inquiries 


In my compeny, the honors have 
gone consistently to inquiries that by 
the above simple division were most 
costly Why Top management mn 
quiries Cone most often from the so 
called prestige s« hedules. But don't get 
me wrong. The volume of inquiries 
comes from vertical publications 
and we want these “down-the-line” 
bree ause they open up con- 
tacts that eventually result in sales 

The longer it takes for an inquiry 
te materialize into a sale, the more 
that maquiry ts costing us in sales 
man’s time, in correspondence, in sales 
and in promotional literature. There 
fore. in judging the “cost per inquiry”. 
don't stop at the answer you get when 
vou divide 32.000 of advertis 
ing! by 50 (inquiries). This is another 


case of upkeep rather than initial cost 


We are getting a sood volume of 
ries oul afl fite tahloul neu 
vets papers with fourth and nin th 
page ads. Our salesmen go out and 


nquirers and make sales. Why 


ldn it be a good idea to cut otf 


all of the other papers and concentrate 
on these tabloids? 

Mr. Boughton: | have never been 
one to belittle the value of inquiries, 
but | wonder if selling to the in 
quirers is as easy as this man says 
it is. Can any sales force sell any sales 
product made by any company? Pre 
sumably this company has a_ well- 
trained sales force. good acceptance 
and good standing in the field. 

An unknown product is hard to sell. 
nknown companies don't get nearly 
as many inquiries as companies that 
have standing and acceptance in the 
field. It's the job of business papers 
to help build that acceptance. 

So my answer is simple. You 
wouldn't fire your sales force just be 
cause you get a couple of orders 
through the mail, and by the same to- 
ken, | don't think you ought to fire 
a publication that helps to make your 
salesmen more effective and helps in 
getting recognition. 

Let your salesmen go out and sell 
and let your old-line publications do 
their job. and in the long run, you will 
get more for your advertising dollar 
than by putting all your eggs in one 


basket. 


When an advertiser wants to re 
place his business paper advertising 
with general magazines, what can busi 
ness paper representatives do to 


change their thinking? 


Mr. Price: One thing that we as 
business paper salesmen have that 
general media cannot have is the in 
timate knowledge of our field that can 
be definitely related to the advertiser's 
distribution problem. 

We know that the constant changes 
cannot allow anyone to say that the 
business paper's job has been done 
or ever can be done. We know there 
are facts that we can supply that have 
a Vital bearing on this kind of think 
ing. We must supply these facts as ef 
fectively or more so than the general 
media 

In a dealer field with which | am 
familiar, one out of five dealers goes 
out of business every five vears, more 
than 50. of them shift from one 
manufacturer's line to another in that 
same period, and the big majority of 
these dealers handle several different 
competitive lines Let us ask the 
manufac turer how can vou relax ona 
trade paper job when vou have this 
constant problem of establishing and 


Continued on Page 132) 
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w.cRAW-HILL CATALOG SERVICE 


| 


“ALL OUR DEPARTMENTS — 
Purchasing, Production and 


3 Engineering — USE THIS BOOK...’ 


Mechanical Engineer 
PEERLESS ELECTRIC COMPANY 


Warren, Ohio 


More than 600 American manufacturers are 
pre-filing their catalogs in units of the 
McGraw-Hill Catalog Service — covering the 
mining, textile, and electrical fields. They are 


manufacturer of motors, fans and blowers. 
Almost a quarter of these regular users of 
the McGraw-Hill Catalog Service have been 
pre-filing for 20 years or more . . . for they've 


learned that their catalogs are delivered only 
to the man whose buying influence in his 
field is carefully determined and checked 


thereby bringing their product advantages 
before thousands of high-calibre men in firms 
like the PEERLESS ELECTRIC COMPANY, 


MINING 
McGRAW-HILL CATALOG SERVICE 


330 West Forty-Second Street, New York 18, N.Y. 
rmerly E.8.R. 


SELLERS seeking BUYERS use Advertising — BUYERS seeking SELLERS use Catalogs 
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B IG, BEWILDERING words that 
inspire doubts and fears are a 
characteristic of annual reports for 
employes 

Some of the reports being issued 
eurrently are doubtless a delight to 
the eye and a tribute to the nobility 
of the printing art, but with each copy 
there should be distributed an inter 
preter who can unscramble the won 
derful financial lingo 

Apparently a common belief among 
accountants and other company fi 
nancial craftsmen is that an employe 
report must be so mysteriously 
worded that workers will be discour 
aged from reading it. The fact is that. 
in many companies, quite a few em 
ploves are themselves stockholders. 

They have a two-edged interest in 
the progress and prosperity of the 
company because their lives and their 
savings are tied up with it. They don't 
like the feeling that they're being 
kidded. The deliberately bewildering 
report is abusive to their intelligence 
ind the use of technical language the 
be expected to under 
stand supports a suspicion that the 


figures are rigged 


fpply Market Research 

The techniques of product testing 
in kev marketing areas are thoroughly 
accepted and widely applied. The 
business press is constantly reporting 
that such ind-such a company is test 
ing the acceptance of a new product 
m certain hand pr ked cities. If test 
ing on this basis is dependable as ap 
parently it is, then the same approach 
should be applied to products for em 
ploves 

One employe annual report that re 
cently landed on our desk was a large 
and colorful affair, and since the 
number of the company’s employes 
is comparatively small, a shot-gun 
guess at the unit cost would be some 


Verbiage May Make Employes 


Employe Communications - Public Relations 


industry's Relations with EMPLOYES STOCKHOLDERS + DISTRIBUTORS SUPPLIERS - NEIGHBORS! | 
By ROBERT NEWCOMB and MARG SAMMONS 


think Your Report is Rigged 


ANNUAL REPORT to employes of Indiana Bell Telephone Co. emphasizes that 

many employes are shareholders. Illustration of opening article in report showed 

G. J. Wiegand, A T & T transfer clerk signing his name to stock certificates issued 

to employes. Report was published as special issue of employe publication, 
“Indiana Telephone News.” 


where between $1.50 and $2. The 
copy had been so palpably dreamed 
up in the executive closets that a 
check on such a statement was un 
necessary 

The material could not concetv 
ably have been submitted for reac 
tion to line personnel, or to a cross 
section of the rank and file for whom 
the report was specifically issued 
The words were too long, the sen 
tences too involved, the financial 
classifications so weighty that they 
would confuse a Philadelphia lawyer. 
In addition to the cost of making ex 
pensive plates and of printing, pro 
vision should be made for the many 
hours of high pr ced staff time that 
went mito the job 

\n employe report is precisely 
what it savs it is, and it should be 
built specifically for employes, in 
terms they understand. One recent 


product commendably geared to this 


simple, obvious formula is the report 
of the Indiana Bell Telephone Co., 
with headquarters in Indianapolis. 

Like many other companies, this 
organization includes its report to 
employes in a regular issue of the em 
ploye magazine, “Indiana Telephone 
News.” The publication itself, which 
is edited by Robert S. Smith, is a 
consistently readable journal about 
the company. its policies, programs 
and people. (One of its features is its 
size—5!'o x 74,"——which is some- 
what smaller than standard) 

The Indiana Bell report, as dis 
closed in a recent issue of the publi 
cation, consists of only a few pages of 
essential, useful information. The re- 
port is summarized in a short, to-the 
point unsigned editorial on the inside 
front cover. On the opening page, In 
diana Bell takes proper note of the 
fact that 1484 company employes 
bought stock in the business the pre 
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If it’s customers you're after... | 
cut into Modern Packaging’s ‘‘ACTIVE READER 


er. 


venere- 
voder 


Deer 


te want yov 
prospec 


er 
aging 


fro 


Pack 


No free offer, no handy coupon worked hard for the 
inquiries developed by this company’s advertising 
campaign—just a suggestion to write for more in- 
formation. But the ads told of a product of interest 
to packaging men. Consequently, nox only did pack- 
aging men stop and read, but about one hundred a 
month took the time and trouble to write! 


We suppose we could by some research formula 
figure out total reader traffic through Modern Pack 
aging in terms of all who noted and read each ad, but 
we'd rather leave the evidence to actual facts. 


sew Yor 


Corporation 
4 wtreet 
vee torr 
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to 
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snterestee 


So, if it's inquiries you're after, Modern Packaging 
offers you the opportunity of getting them from 
16,227 alert readers who make purchasing decisions 
in the 45 industries where packaging materials and 


equipment are used in volume. 


Want more evidence of Modern Packaging’s “Active 
Reader Traffic?” Need more information on the $6 
billion market that packaging represents? Just drop 
us a note or give us a call and we'll see that you get 
it promptly 


packagi ne 
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ailways mechaniz 


In the five year period, 1946 to 1950 
inclusive, railways will have spent close to 
$100 million for machines and power tools 

for maintenance of tracks, bridges, buildings 
and other fixed properties. 

Savings are so important that the long-range 
trend of such purchases is sharply up. 


ho Choa Sing Railways are buying these products, now 
Railways spend millions of dollars annually 
for equipment and tools like these 


motor cars spike pullers tie adzers 
mointenance cranes and drivers rail sows 
cribbing machines convertible cranes air compressors 
electric motors and shovels power wrenches 
and generators power sows tractors 
power jacks spreoder ditchers weed burners 
bollast cleaners snow plows and mowers 
roil grinders and drills automatic rail and power rail loyers 
the ftompers flange lubricotors 


highway trucks and many other machines 
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In a recent survey made by the American Railway En- 
gineering Association, more than 70° of the mainte- 
nance officers who replied, indicated that economies 
imposed by the 40-hour week definitely necessitated 
further mechanization of maintenance-of-way work. 

To quote a vice president of operations of a Class 1 
Railway: “Relatively greater savings probably have 
been made and still can be realized from mechanization 
in maintenance-ol-way and related operations than in 
any other branch of railway work.” 

Your share in these purchases depends upon selling 
the engineering and maintenance officers responsible for 
construction and maintenance projects and the execu- 
tive railway officers who approve appropriations. 

For example, eight different officers influence the se- 
lection and purchase of track tools. Often originating 
with the roadmaster, these requisitions are referred to 
four other officers before being authorized by the vice 
president or general manager, processed by the store- 
keeper and transformed into purchase orders 

You want to concentrate your selling on the railway 
men important to you. In this active market, the pub- 
lications that provide editorial and advertising influence 
for effective selling are the combination of RAILWAY AGE 
and RAILWAY ENGINEERING and MAINTENANCE. 


Use Railway Age 


Final buying decisions are made on every major pur- 
chase by top management of railroading. It is significant 
that many railway presidents and vice presidents as 
well as chef engineers have spoken recently of the im- 
portance of mechanization to the railroads. RAILWAY 
AGE 1s read by over 90° of the management group 
which you must reach for favorable consideration and 
approval. RAILWAY AGE reaches the entire range of ex- 
ecutives, department heads, operating and purchasing 
officers. RAILWAY AGE gets top priority reading by the 
management group and stands first in industry prestige 
and influence. It is the railway industry's authoritative 
weekly magazine. It covers the whole field of important 
developments while the news ts news. It is the only rail- 
way business paper that renders this service. 

RAILWAY AGE, with its complete reporting on the busi- 
ness of railroading, provides breadth and depth of cov- 
erage unmatched in the industry. That's why it leads the 
field in advertising volume and in number of advertis- 
ers. Use RAILWAY AGE to speed the acceptance of your 


way work 


And here are the publications 
that help sell mechanization 


1—Railway Age pub- 
lished 291'2 pages of 
editorial on engineering 
and maintenance sub- 
jects in 1949. 


2—Railway Engineering 
& Maintenance pub- 
lished 477 pages of edi- 
torial information on en- 
gineering and mointe- 
nance subjects in 1949. 


product by management, by presenting your product's 
efficiencies and economies. 


Use Railway Engineering and Maintenance 

In this publication you reach directly the engineers re- 
sponsible for construction and maintenance of roadway, 
tracks, bridges, buildings and water service 

There is no other publication covering this specific 
branch of railroading. 

Here is your opportunity to present your product in 
terms of practical and technical advantages. These men 
work with products like yours. They initiate recommen- 
dations to management. 


Use This Combination to Speed Sales 


Reach the men who can say yes by presenting your 
products in: 

1— RAILWAY AGE for management who gives the final 
approval and often initiates major improvement pro- 
grams, and; 

2—RAILWAY ENGINEERING & MAINTENANCE for the en- 
gineers who specify and apply products to cut costs and 
improve workmanship. 
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ceding month, following completion 
of monthly payments under the com 
panys stock purchase plan 

The article then takes note of a 
highly significant fact: that this re 
port to employes has a double-bar 
reled mission, in that it is reporting to 
employes both as workers and as 
stockholders. An impressive clincher 
is the comment that today, some 940, 
000 people—the largest number ever 
to own any private enterprise in the 
world——are stockholders of Ameri 
can Telephone & Telegraph Co 


Where the Money Went 


The year's activity is highlighted 
in the following two pages, which dis 
close the facts about increased dial 
installations, more and faster service, 
as well as more telephones, applica 
tions and conversations. Employes of 
Indiana Bell can spell all that out for 
themselves. Two succeeding pages 
deal with contributions made by the 
company to the state and its com 
munities through the expansion of 
company facilities. Two pages discuss 
clearly the company’s case for rate 
adjustment 

The statistical report takes one 
page, under two stimulating simple 
headings: where the money came 
from where the money went \ clos 
ing page of the report deals with the 
future; an announcement says that 
complete copies of the annual report 
to shareholders is available through 
supervision 

On-the-job pictures are used, of 
five people at the non-supervisory 
level. Each, in addition to being an 
Indiana Bell employe, is also a stock 
holder. What makes the Indiana re 
port to employes additionally inter 
esting is the fact that its simple text 
is substantially that of the stockholder 
report. It suggests that the latter is 
ilso easy to read—and it is 

The annual report issue went by 
mail to the homes of 7,900 employes 
both active and retired. The maga 
zine in addition was sent to local 
leaders in the various communities 

To invite attention to the annual 
report issue of his publication, editor 
Smith saw to it that a poster announ 
ing the report reached 300 emplove 
bulletin boards in 14 offices 
throughout the s territory 

Another refreshing departure from 
the norm in employe reports is rep 
resented by the 1949 report of Inter 


national Harvester Co. This company 


ADVANCE publicity for annual report 

issue of “Indiana Telephone News,” 

edited by Robert S. Smith, included 

posters placed on 300 bulletin boards in 

114 offices in 80 communities served by 
the company 


hitched its message to competition, 
and in a sprightly little pocket-size 
folder labeled “Competition Means 
Progress.” the authors called the 
score for last year and discussed the 
competitive situation ahead. 

IH doesn't make the mistake of 
talking about competition in general 
terms: it talks about competition in 
terms of competitors, and it names 
them all. The employe reader, want- 
ing to know where his company fits in 
competition with other companies, 
has only to read the booklet to find 
out 


Putting Surveys to Work 

This might be called Indiana 
Month in vour favorite journal, but 
if you don't mind moving from In 
diana Bell at Indianapolis to the Ap- 
paratus Department of General Elec 
tric at Fort Wayne vou'll see how 
this plant conducted a community 
opinion poll, using its own rather 
than professional facilities, and then 
began to apply what it had learned. 

It's one thing to indulge in soul 
searching, with the help of employes 
and public, but if vou don’t do some 
thing about ut after vou've got your 
company has wasted 
1 lot of tueme. A refreshing feature of 
GE's poll is that it found out what it 
wanted to know, and then be gan to 
use the information to correct such 


situations as needed correction 


Fort Wayne facilities of GE back in 
August and September of 1949. Ob- 
ject: to determine how the plant and 
company rated in the eyes of its own 
employes and its neighbors in Fort 


W ayne. 


Vo Holds Barred 


In order to secure a good, repre- 
sentative cross section, S00) names 
were taken from the city directory. 
Six school teachers and two princ- 
pals, on vacation at the time, were 
engaged to conduct the survey. They 
worked from a prepared interview 
form, and were asked to present their 
questions precisely as printed. The 
questionnaire form was prepared 
with the aid of GE's research depart- 
ment at Schenectady. 

Naturally a percentage of those in- 
terviewed turned out to be GE plant 
employes, and some of the questions 
invited answers with no holds barred. 
To cite a few examples, GE wanted 
to know if employe attitudes had im- 
proved or worsened toward the com- 
pany, and in what ways: whether the 
employe felt the company took an in 
terest in him and his welfare: how 
GE's supervisors rated; what em- 
ployes know about benefit plans and 
what plans they'd like to know more 
about. 

Both employes and non-employes 
in the community were invited to 
take a stab at GE's profit for the year 
before, and to say whether it was too 
high, too low, or about right. Non 
employes, as well as employes, were 
asked to rate the company’s com- 
munity relations. 

The cooperation of the local citi 
zerry was acknowledged in a news- 
paper advertisement after the polling 
was done: it was a gracious sort of 
thank-you that signified the plant's 
intention to use its findings for its 
self improvement, 

A general four-part report was 
subsequently written by the works 
manager, in which the findings were 
announced, and published in the em 
plove newspaper. (The reports first 
went to the plant’s supervisory per- 
sonnel). The plant management has 
begun to use the detailed reports to 
correct’ the indicated weaknesses 
wherever it’s poss ble to correct them. 

GE's survey underscored one of the 
major exasperations of employer- 


Continued on Page 96) 
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CUSTOMERS? 


More Inquiries Than 11 Others Combined! 
An Eastern manufacturer of a complete line of 
heating equipment reports getting more inquiries 
from HEATING & PLUMBING EQUIPMENT 
NEWS (and of equal or better quality) than from 
the || other publications which he has been using, 
combined. Total inquiries from editorial mention 
and three advertisements: 544. He writes: Type 
of response has exceeded by far what we had 
anticipated." 


Received Twelve Orders, Many Inquiries! 
Manufacturer of a control accessory (New York) 
reported receiving twelve orders as a direct result 
of mention in HEATING & PLUMBING EQUIP- 
MENT NEWS. Total inquiries received: 244. 


More Than All Others Combined! 

Several papers carried a report of a new product 

brought out by a West Coast cabinet manufac- 

turer. HEATING & PLUMBING EQUIPMENT 

NEWS produced 105 inquiries from interested 

— than all the other papers com- 
ined! 


@ HEATING & PLUMBING EQUIPMENT NEWS — the new 35,000-circulation 
magazine that covers the heating and plumbing field — is doing an amazing 
job for equipment manufacturers in locating new prospects and getting them 
to act! Here are some recent “case histories”... . 


“Exactly the Leads We Were 

Looking For!" 

Description of an improved type of drainage 
outlet netted an Ohio producer 277 inquiries. 
He writes: ''We were truly amazed at the response. 
The great majority of the replies were from 
plumbers, exactly the leads we were looking for." 


Letters Brought Orders—Even Cash! 
Maker of heating equipment (Pennsylvania) was 
astonished at combined returns from an editorial 
mention and three advertisements—a total of 
490. Many of the letters contained actual orders, 
in some cases cash remittances. 


Again, Better Results from “HPEN"! 

For a Michigan firm whose new type of faucet 
was mentioned, HEATING & PLUMBING EQUIP- 
MENT NEWS drew 223 requests for detailed in- 
formation. They reported that this was more than 
they had gotten from three other papers previously 
used. 


®@ And remember: HEATING & PLUMBING EQUIPMENT NEWS reaches more 
of your prospects and reaches them at lower cost per thousand cir- 
culation than any other paper in the field. Circulation, 35,000 radiator and 
warm-air heating contractors; oil and gas burner dealers; plumbing con- 


tractors; plus wholesalers... . 


all of whom sell and/or install heating, 


plumbing and allied equipment. Send today for sample copy and details. 


Heating & Plumbing Equipment News 


148 LAFAYETTE STREET 
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if you’re selling to the manufacturing industries... 


SELL THESE MEN AND 


| 

| THE PLANT OPERATING GROUP bi 


YOU'VE SOLD YOUR PRODUCT 


The Plant Operating Group is numerically the 


largest group of management men in the 


manufacturing industries. FACTORY has more 


paid circulation and more readership in this 


group than any other magazine. 


Check for yourself in the plant organization you know best—how many 
Purchasing Agents are there in the plant? How many Presidents? Then, 
compare the number of plant operating men needed to carry on manufac- 
turing with the number of management men in any other group. You'll 
find that by long odds, plant operating is numerically the largest group 


It's because there are more plant management men to be’seen and sold 
by your salesmen that a greater share of this sales job needs to be done 
by advertising. And it’s more important than ever to insure that your 
advertising appears in the magazine that reaches the most men and has 
the most readership in the plant operating group. 


Time after time, study after study shows FACTORY with more reader- 
ship among plant operating men than any other magazine in its field. But, 
asking “What do you read?” may be only a memory test. If you can 
find which magazine a man prefers, then you know which magazine he’s 
spending his time with. When plant operating men have been asked in 
readership studies “Which magazine do you prefer?” FACTORY has 
shown an outstanding margin over any other publication in its field. 


That's one of the reasons why FACTORY carried a greater dollar volume 
of advertising in 1949 than any other monthly industrial magazine, and 
carried substantially more pages of advertising than any other magazine 
in its field. 


330 West 42nd Street, New York, 18, N. Y. 


member, audit bureau of circulations + member, associated business publications 
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Mercer of Aluminum Company says 
P.A. is of top importance 


—advertise in Purchasing. Its the one national 
magazine tailored to the exact requirements of the 


The responsibility for purchasing materials to 
maintain the modern production line must obviously 
be given to a single department that is the Pur- 
chasing Department,” says Mr. C. S. Mercer, Alum- 
inum Company of America 

The P. A.”, Mr. Mercer states further, “is a 
practical liaison between suppliers’ representatives 
and his own production and engineering depart- 
ments — so, naturally, he ts of top importance in 
my sales efforts 

To make your representatives’ sales efforts proh- 
table (and lower the cost of making a sale), take 
another tip from Aluminum Company of America 


purchasing function read regularly by P.A.s 
controlling of industry's purchases. 

No wonder more than 600 cost-conscious adver- 
tisers consider Purchasing of top importance in 
selling the most important man in today’s industrial 
buying. It saves your salesmen’s time, enables them to 
contact more purchasing executives, close more 
orders. For complete information, write Purchasing, 
205 East 42nd Street, New York 17, N. Y. Offices in 
Chicago, Cleveland, Dallas, Los Angeles. 


har S Mercer, (left), Aluminum Company of 7 
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Leg Art in Industrial Ads 
Orchids and Weeds 


Cheesecake in Industrial 
Advertising? 


DDRESSING the Industrial Mar- 
keters of New Jersey, W. F. 
Weimer, who is ad manager of Pitts- 
burgh Equitable Meter Division of 
Rockwell Mfg. Co., suggested that 
“industrial advertisers should go off 
the deep end once in a while and get 
some sex appeal and human interest 
into their advertising.” 

Along in his talk he mentioned that 
the Copy Chasers had commented dis- 
paragingly on his current “Great Gil- 
dersleeve’” campaign, in which the 
radio actor of the same name par- 
ticipates in little playlets, in photo 
graphic strips, along with some scan 
tily-clad girls and, it is presumed, 
a Pittsburgh Equitable Meter or two. 

Our comment was, “Makes no sense 
to us.” And it didn’t. Mr. Weimer re 
ports, “I was greatly disturbed when 
| read this.” but he consoled him- 
self, he says, by telling himself we 
didn't realize that “Gildy plays the 
part of the water commissioner.” 

Now that’s a fact. We gave up listen 
ing to the radio years ago when we 
felt ourselves approac hing the edge of 
sanity, and if there's any chance that 
Mr. Weimer’s advice is going to lead 
to an epidemic of Gildersleeve in busi 
ness papers, we're going to stop read- 
ing business papers, too 

Even so, we think the ad we saw 
iwhich Wr. W. 
been a stopper because we never men 
tioned his stuff before) failed to stand 
on its own feet. Disassociated from a 


suggests must have 


familiarity with the radio program and 
from previous ads in the Rockwell 
series, it left us more confused than 
anything. The theme. Mr. W. now ex 
plains, “plays up the idea that Gilder 
sleeve is going to increase the revenue 


by using pretty girls instead of men to 
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read meters.” This seems phenomenal. 
ly silly to us, but we no longer have a 
copy of the disputed ad, so we can't 
fight him on that battleground. 

But we can fight him on the issue 
of industrial advertising needing more 
flesh and fancy. 

“Let’s be realistic,” says Mr. W. 
“Many people just will not, or can- 
not, take time to read through the 
reams of technical information that 
makes up your ad and mine. 

“So what do you do? | think the 
answer is to change pace once in a 
while and throw such readers a curve 
ball. Come up with a stopper ad de- 
signed primarily for that type of 
reader. Startle him. Amaze him. 

“I can see him now, letting the pages 
full of mechanical equipment roll by 
under his thumb . .. when all of a sud 
den... my gosh! What was that? A 
bare leg? Not in this magazine! Then, 
ifter it takes him two minutes to find 
the page again, you can be sure he’s 
going to read the ad.” 


Refuse to Read “Em? 


Now we deny that many people re 
fuse to read “reams of technical in 
formation,” because it just isn’t a true 
statement. Perhaps some non-technical 
men who, as Mr. W. says, read tech- 
nical papers because “they feel it is 
their duty.” won't read reams of tech 
nical information . . . but technical 
men will, And why is Mr. W. so fool 
ish as to use technical books in the 
expectation of reaching non-technical 
men—or, indeed, vice versa? 

Mr. Weimer’s opinion of the average 
business man is not very high if he’s 
sincere in his des« ription of that busi- 
ness man reading a business paper. 
\ sophomore in high school, perhaps 
\ garage mechanic or plumber’s help 
er, perhaps (duck soup for bare-be 


hind calendar art). But the average 


intelligent (or average moderately in- 
telligent) business man is too darned 
busy or too eager for information or 
just too grown-up to spend the time 
he has allocated to his business pa- 
per to titillate himself with “bare 
legs” or the equivalent. When he goes 
to the bathroom, he may prefer 
another medium that specializes in 
that stuff; on the job, he wants ad- 
vertising that’s on the job. 

We shudder at the vision of busi- 
ness magazines crowded with “bare 
legs.” Consumer advertising, which 
all tgo often is exactly what the Col- 
“a means of shame- 
makes 


munists say it is 
lessly deceiving the customer” 
fraudulent use of the “bare legs” tech- 
nique and when it does, becomes a dis- 


grace to American business. 


False Pretenses 


An advertisement about a product 
marketed to business which uses a 
“bare leg” to capture the attention of 
a business man is operating under 
false pretenses——and more often than 
not, it is penalizing itself, because 
most business men know, from experi- 
ence, that an ad that needs a bare leg 
to get attention is pretty apt not to 
have anything else in it worth their at- 
tention. 

We also disagree with Mr. Weimer’s 
contention that “advertising is a busi- 
ness of flamboyance.” There is no need 
for “bare legs” or any other type of 
“flamboyance” in business paper ad- 
vertising. If the general public wishes 
to be jerks and be taken in by the 
flamboyant promises of consumer ad- 
vertising, that’s not less than we might 
expect of a population which can be 
entertained by the radio; but we are 
positive that business men, spending 
other people’s money on other people's 
time, can’t afford to be jerks and they 
know it. 

Perhaps our own generalization be 
comes invalid in the fields (we're 
thinking particularly of municipali- 
ties! to which water meters are sold. 
but, by the same token, we object 
violently to Mr. Weimer’s generaliza 
tion suggesting on advertising philoso- 
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Globe-Wernicke 


shy which we are sure would only 
serve to degrade business paper ad 


vertising 


Blossoms and Blunders 


An “awfuss” is a plac ¢ “where busi 


mducted.” So say Globe 


Werneke. Pullin ts a cartoon of two 
frantic business men behind whom a 


irl « digging furiously into a set ol 


file drawers. The situation ts “Crisis 


in the Awfuss a disaster that can be 
woided bw G W equipment 
\ while back we had some favor 


about the “I Met 
pubslishe ds by 
bout the 


ible words to say 
New England 
New England bleetri« 


campaign seems to bv 


series 
Sy sten 


running out of 


DEPENDABILITY roa. 


fore 


Buffalo Pumps 


New England Electric 


Gustin- Bacon 


vas joke The latest effort is as 
as a three-dollar bill. This time 
1” met New England “in a Holly 


wood Studio:” 


phony 


We were sight-ecing when | got talk 
ma to the technical director of a 
movie about old time New England 
“I suppose the old place is living on 
+ these lays.” I said 

jueful!” he answered 
“There tuff produc ed in New 
England today than in any re m its 
ive in the country. And more people 
we living there than ever before, tow, 
because New FEngland’s got every 
thing. Whether vou want a factory 
wale the best 
good school«——or just fine living con 
ditions, vou can't beat New England!” 
Well he was about it I 
decided to look inte the place. IT just 
have and we're locating our new 
factory cight there in New England 


its mMemorte 
"Not by a 


industrial research 


“ 


TAINLESS STEEL 


STEER CORPORATIONS - 


Sharon Steel 


Standard Products 


Not only does this ad suffer from 
the most improbable dialog, it also 
has the unfortunate effect of appearing 
Anybody hadn't al- 
ready suspected New England of being 


desperate. who 
on its uppers would begin, now, to 
wonder. 

We're embarrassed about our new- 
ly-arrived susceptibility to analogies. 
\ couple of months ago we admired a 
lubing ad that told its 
Now we have 


Bundy weld 
story with animal gags 
1 liking for 


ad which illustrates the various proper 


to admit a Gustin-Bacon 
ties of its insulation in term of dames 


You can ser the ad above and ome of 
the things the 


light weight. vibration-proof, moisture 


dames represent are 

resistant. high thermal effieieney 

and easy to apply 
We've gone for 


time without seeing 


a gratifvingly 
“Old Faithful” i 
a business paper ad, but the string Pon 


been broken—and would you know 
it! by a 
falo Pumps In 

Those 


Steel ad 


pump manulacturer Buf 


“hieroglyphies” in a Sharon 


represent “a few designs 


copied down by an architect upon 


witnessing the amazing things mould 
ing manufacturers are doing with 
Sharon Stainless Steels 


Here's i 


ness man at his job 


thought to inte rrupt a busi 


Why is it that nobody makes pies 
like Mother? The <ame apples flour, 
sugar, shortening and «pices, and a 
cookbook full of instructions in the 
hands of anvone else just do not add 
up te Pie The Wav Mother Vakes 
It 


That's The 


trving to put 


Standard Products Co. 
across the idea that 
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Meet the men you want your advertising to sell: 


POWER... 

helps me maintain 

a progressive outlook 
on power system planning 


H. N. Johnston 
Piant Engineer 
Philco Corporation 
Philadelphia, Pa. 


“I find Power one of the most valuable sources of new 
technical data in my field. The special sections on differ- 
ent phases of power system design and operation are ex- 
ceptionally valuable to me, and I also circulate them to 
the men on my staff. They help the men who are on their 
way up. Many of them take engineering night courses, and 
Power provides an invaluable supplement to their studies. 


“News of new plants and design innovations in Power 
is important too, because it helps me maintain a progres- 
sive outlook on power system planning, and keeps me 
up to date. 
ADVERTISING VALUABLE 

“I find the advertising in Power one of its most valuable 
advantages. While an engineer doesn’t read an ad about 
a new boiler and rush out to buy one, the names of com- 
panies and new products stick, When new equipment is 
needed, | know what make will give me best results for 
each application. | often send for technical bulletins | see 
advertised in Power, and file them with informative ad- 
vertisements describing equipment I may want to buy. 


MANY INSTALLATIONS 

“In addition to the operation and maintenance of boiler 
plants and power systems in various Philco plants we are 
responsible for the planning and construction for all nec- 
essary steam generating capacity, electric current supply, 
compressed air, refrigeration and air conditioning, includ- 
ing distribution and application of power in manufacturing 
operations. One of our major concerns is the application 
of power to materials handling, which is basic to efficient 
mass production. We design and build power operated 
conveyor systems to suit our needs. 


RAPID GROWTH 
“The rapid growth of radio and electronics has meant for 
us an ever increasing demand for power. Television de- 
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velopment, for example, has meant a marked expansion 
of power facilities. Greater complexity and variety in 
products and components have contributed to increased 
demands on our power systems, While capacity has already 
been increased, we are continually considering extensive 
alterations and replacements to obtain further operating 
economies.” 

POWER DELIVERS YOUR STORY 
Advertisers who want to reach the leading influences in 
the power field — men who plan, design and install power 
systems of every kind in industrial and commercial estab- 
lishments — find their most profitable medium in Power. 
Power delivers the advertiser's story to the men who can 
deliver the orders. 


sales power in the power market 


SERVING 
THE LEADERS 
IN THE 
POWER FIELD 
SINCE 1882 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street. New York 18, N_Y. 
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“long experience and almost affe« 
tionate attention to details” are what 
make things turn out just right.” 
*#The photograph in the Stoody Co 
ad compares the appearance of a pair 
of Diesel locomotive valves ‘operated 
in the same engine for 1500 service 
hours. The standard valve at the right 
shows excessive wear, while the hard 
faced valve is still in excellent con 

dition 

Headline is “Easy Diesel Valve 
Reclamation with a 3 to 1 Life In 
crease.” Here's the hard pre « opy 
Successful reclamation of worn diesel 
exhaust valves is a proved procedure 


Wear on valve faces ix greatly re 
tluced by application of a «mall bead 
of Seedy 6 This special Stoady 
Alloy not only possesses excepti 
wear and impact strength, but « 
bines these properties with red hard 
news and resistance to corrosion 


Valves properly treated with Stoody 
6 last 3 times longer than unprotected 
valves and cost of reclamation ix only 
that of new replacements! 


At the right of the body copy i 4 
diagram of the application with cap 
tion explaining how the undercut area 
is rebuilt with Stoody 

(rood job, by Cryvoe D. Gaanan 
Dozier-Graham-Eastman, Los Ange 
les 

The Permalux Co. starts off its 
copy by apologizing for its headline 
Looks Bet 


There's no illustra 


whic h rmalux 
ter Longe r! 
tien, and here's the first paragraph 
of copy 

Much a+ we dislike ger 


erties the phe ine Looks better 


DIESEL VALWE RECLAMATION 


with a life merease 


Pumps 


longer”, sums up the reason for «peci- 
fying Permalux rather than just De- 
caleomania. Time and fleet records 

have proven that the best Decaleo- 
mania ix the cheapest when viewed 
in the light of ost-per-intervalof 
renewal” 


The writer of this ad obviously 
overlooked the fact that his readers 
dislike generalities, too. He could have 
satisfied them. himself. and us much 
better if he had proved or demor 
strated his assertions rather than just 
ipologizing for them 

Man having his eves examined is 
the forlorn hook used by Inland Steel 
to get attention for its ad headed “In 
land Steel. Too, Is Fitted for Yours 


Requirements” Did we intimate, ear 


PERMALUX . 
looks better longer’ 


Permalux 


Inland Steel. too. 
1. Fitted to Jour Requirements 


Inland Steel 


OPEN AND SHUT CASE 
rom ELECTRIC OPERATION 


*Cutler Hammer 


lier, that we like analogies? The an 
swer is, categorically. no. 

Cutler-Hammer ad is just 
ingenuous enough (and let's not con 
fuse ingenuous with ingenious again) 
to interest us. At the top, the one word 
Valves. Then. six little drawings to 
illustrate six cases where hand op 
eration of a valve is not the best 


Operated frequently ? 
Distant? 

Hard to get at’ 
Big? 

Hot’ 


In complex sequence 


Headline is “An Open and Shut 
Case for Electric Operation.” Copy 


Hand opération is false economy on 
any valve that should be opened and 
closed by a Cutler-Hammer Motor- 
ized Valve Operator 

lt is either a costly misuse of man- 
power, a sacrifice of process improve- 
ments or both, Cutler-Haromer 
unit can close in 60 seconds a large 
valve that would require an hour or 
more for human hands te accomplish 
unaided. And minutes may be of at- 
most importance in an emergency 


At the touch of a button, a Catler- 
Hammer unit can close a valve miles 
away or in any hard-to-reach or 
hazardous location. By automatically 
interlocked control Cutler-Hammer 
units alxo can make valves behave 
properly, safely and reliably in cor 
reet sequence for any process require- 
ment. 

Written ingeniously ingenuously. 
let us sav—by Dow Benrens of the 
Jaqua Co.. Grand Rapids. Mich. 

Pun-of-the-month American Air- 
lines’ “Same Cargo—But a Crate Dif 


ference!” Explanation is that ship 
ments that ordinarily require crating 


for surface transportation can some 
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He went to the Atlantic City show! 
Now he’s thinking of re-equipping 
his textile mill! Capitalize on his enlivened interest 


in new equipment by getting him to specify 


YOUR PRODUCTS 


through a powerful message in the July 
HALF-CENTURY OF PROGRESS 


ISSUE of TEXTILE WORLD 


THE JULY ISSUE offers a rare opportunity to those 
who have equipment, supplies, or services useful to the 
textile industry. It will enable them to cash in on the 
current buying-conscious attitude of the industry—an 
attitude strongly stimulated by the recent Atlantic 
City equipment exhibition. 


For, in this issue, the largest corps of editors ever 
turned loose by a textile-industry paper on a single 
show will report their evaluation of the achievements 
disclosed at Atlantic City. These evidences of progress 
will be highlighted against a background of techniques 
as they were at the start of the century. The reminis- 
cences of 1900 are to be drawn from the pages of 


TEXTILE WORLD’s 12 issues of that year. 


“AS USEFUL AS ANY MACHINE IN THE MILL” 


Many 1900 advertisers in TEXTILE WORLD will be 
represented in the July “Half-Century of Progress” 
issue. Many others who have entered the field since 
1900 are joining to make this issue one of the most 
important and memorable special numbers of 


TEXTILE WORLD yet published. 


Your sales message in this July issue can do an excep- 
tional job in securing an important share in the 
$6,000,000,000 spent annually by textile-mill men on 
equipment and supplies. 


Your TW district representative has the detailed story 
of the issue for you! Since the issue closes on June 5 
for copy to be set and on June 12 for complete plates — 
please... RESERVE SPACE NOW. 


TEXTILE WORLD 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd ST., NEW YORK 18, NEW YORK 
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Some .argo—but crote difference! 


way... 
O 
| LR 


a 
< Why bey worn and pieces’ 


AMERICAN 


American Airlines 


times be sent by air with only ecard 
board rovering 

Lubrication advertising gets such 
generally poor Starch results that So 
cony-Vacuum is really straining in the 
ad reproduced he re 

Almost as much as Ditto. Ine. is, in 
its ad entitled “It's Almost Impos 
sible to Give Money Away.” 


Vail Bag 


TS of IR: For a mining engineer 
‘or for anybody else), you write a 
darned good ad, a darned good hook 
let, and a darned good letter 


IWH of RR: Frankly. we think 


vouve diluted your sales message. 


Ditto 


Socony- Vacuum 


Selling a whole “stable” of products 
in one ad is seldom successful, because 
people generally buy one product at a 
time and can be interested in only one 
product at a time. A number of big 
advertisers have tried it—in some 
eases to save advertising funds, in 
some cases to look “big”——and have 
failed. Sell products individually- 
back them with an institutional cam- 
paign if you want—but don’t attempt 
to cover the waterfront in each ad. 
{FO of RW&C: Your Sealed Power 
inserts are swell, and we'll tell the 
readers about them another month. 
TM of Tit Thanks. See above. 
RJ of GE: All radio trade paper 


benefits from Burmughs Micmtilming 


Burroughs 


Burroughs 


advertising isn’t as “lousy” as some 
people think it is, but not much of it 
is as good as it ought to be. That goes 
for all trade advertising. 

JES of L&S: Some day we'll do a 
story on coupons, and your experi- 
ence is one of the most interesting. 

CWC of S&M: That's a dandy. 
We've sent it on to H. G. Sawyer, 
who'll include a chapter on catalogs in 
“How to Advertise to Business Men.” 


Who's in Your Ads? 


One way to interest people in prod- 
ucts is to interest them in people con- 
nected, one way or another, with the 
products. 

Burroughs Adding Machine Co. 
puts across a many-angled sales story 
by showing how various types of in- 
dividuals benefit from Burroughs mi- 
crofilming. Among them: 

Your Office Manager—“Y ou wouldn't 
believe the space it saves. One hand- 


ful of Burroughs microfilm takes the 
place of 24 full drawers of files!” 


Your Employees—“You wouldn't be- 
lieve the time it saves. Why—with 
checks, for instance—I photograph 
both sides as fast as six per second!” 


Your Treasurer—“You wouldn't be- 
lieve the money it saves. Pays for it- 
self in no time by savings in labor, 
rent, filing equipment and grief. 

And so on, with auditor and lawyer. 
Below, in body copy, is a nice para- 
graph which expresses well what is 
ordinarily said in a belabored fashion: 

Burroughs’ 60 vears of solving busi- 
ness problems by machine assures 
you businesslike recommendations. If 
microfilm won't fit into your overall 
office operation—we'll say so. If we 
say it will—you can know it’s a sound 
recommendation. 

Good job, by W. E. Brownext for 
Campbell-Ewald Co., Detroit. 

American Iron & Steel Institute asks 
the reader to meet “six owners of 
America’s Steel companies”: 

They bought «teel stocks and there- 
fore are investors. Surprised to see 
they are typical Americans? Don't 
be .. . for the steel industry's half 
million stockholders are all people 
like these 

The ad introduces six typical Ameri- 
cans in typical average-American oc- 
cupations— baking a pie, feeding a rab- 
vit, serving tea, ete.——together wi 
bit t tc.—-together_ with 
brief statements concerning what they 
get from their ownership in steel com- 
panies, 

Parker-Kalon says its Sized-Marked 
socket Head Cap Screws make every- 
one's job easier: 

Tool crib bosses like “em because the 

Size-Mark speeds up sorting of left- 
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To reach executives in plants responsible for 80% of 


the industrial market... 


THE MONTHLY MAGAZINE 
FOR EXECUTIVES IN INDUSTRY 


AMERICA’S FASTEST 


GROWING 
Mere numbers are not enough. It's numbers in the right EXEC £ NE 
places that make sales. That's why Modern Industry has gone i XECUTIVE MAGAZI 
to such lengths to place its circulation in every important 
rT 
plant in the country. That's why Modern Industry documents | 


its circulation so completely and gives positive assurance 
to advertisers that their message will reach more than 32,000 | 
separate, important plants responsible for approximately baeeb 
80% of the buying power of all U. S. manufacturing industries. 
And remember, even though its net paid circulation 

has risen 44% in the past two years, 

its advertising rates have remained the same so that today 

it is the lowest cost ABC publication for executives in industry. 
You get what you pay for when you buy Modern Industry. 

It's no wonder that men who are responsible for getting results 
from industrial advertising find Modern Industry the most 
economical and effective of the executive publicctions. 
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“induction Heaters 
Are Ideal For Job 


pAmergen Iron & Steel Institute 


Lots 


One trial and you 190, sell 


conomatic == = 


Burndy 


over mixed without the 
hother of “miking™ or gauging 


fssembly workers weleome them be 
cause the SiveMark speeds the job 


Sizes ore always correctly 


there's ne time wasted, ne annevance 
ipprentices ave all for them because 
the SiveMark «aves time, protects 
“green hands from errors, help. 
them learn faster 


The Allis-Chalmers ad on induction 
heaters has four application shots in 
which attention is focused on the op 
erators 

photograph of J. Fitzgerald 
holding up one of his isket mu 
thority to the promise that “One Trial 
und You, Too, Will Sell Yourself on 
Fitzgerald Gaskets.” 

“One Squeeze Did It Now My 
Rest Connection is Burndy™ is the title 
over a six-panel ad in which the re 
Mur man tells all the good things about 
Burndy Connectors 

Not so effective are these other at 
tempts at building people into the ads 

In The Standard Products Co. ad 
is hooking 


“loe's a 


a badly-drawn “executive 
his finger at an office door. 
Good Man!” savs he, continuing 


In vour organization vou probably 
have a man that fits that -tatement 


Parker-Kalon 
Standard Products 


Hlis name may not be Joe, but he's 

slert, depe ndable caretul, uses hix 

experience nicely blended with imagi- 

nation and cooperates like a young 

politician at his first caucus. Those 

qualities make him a valuable man 

It takes patient readers like the 
Copy Chasers to discover that the 
valuable man” Standard Products is 
talking about is Standard Products. 

It< not often we take apart the 
same advertiser twice in the same is 
sue. but this kind of aclve riising ts in 
faritile 

Did Pneumatic Have a Hand in 
Your Dessert Last Night?” is the un 
likely headline over a Pneumatic Scale 
ad which shows 1 yvoung man being 
startled at dinner and then tells about 
ill the packaged desserts that are 
wrapped on Pneumatic packaging ma 
chines 
The Good That Men Do” intro 

duces the following epitaph-like copy 
on Cone Automatic Machine's bar 
hine 

The horizontal design Tooling Area, 

shown above, is a contribution by 

Frank L. Cone to the improvement 

of the Multiple Automatic Bar Ma- 

chine that will live long after him 


Allis Chalmers 
Pneumatic Scale 


Fitzgerald Gaskets 
Cone Automatic Machine 


& Boost-o}-the-Month to L. A. 
Drew, Kirkgasser-Drew, Chicago, who 
is writing the American Wheela 
brator series. Each ad presents power- 
ful evidence on the savings foundries 
make when they replace other methods 
of cleaning castings with Wheelabra 
tors. “Wheelabrator Saves $17,898 a 
Year” is one story, and the compara 
tive cleaning costs are broken down 
in the ad so that the interested reader 


can see how they were arrived at 


COMPARATIVE CLEANING COSTS 
at the West Michigan Steel Foundry Co 
Castings are cleaned three times 

in the green stage with gates and 
risers attached, after annealing and 
for finish after grinding and welding 


FORMER METHOD 

Pquipment 

Three Airbla~t Room. 
Produc tion 

1927 tons per month 
Labor Requirements 

50 man hours daily 
Cleaning Costs 

Per ton $3.56 


WHEELABRATOR METHOD 
Equipment 
x %” Wheelabrator Tumblast 

(63 cu ft capacity) 
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See the PREMIERE SHOWING of 


INDUSTRIAL ADVERTISING'S 
vst COLOR MOTION PICTURE 


F.. the first time in 
history, industrial advertising is to have its own 
color, sound, motion picture ... depicting indus- 
trial advertising’s selling powers . . 


.a documentary film... actual experiences of 
manufacturers who sell to industry _ entries tor 


The PUTMAN AWARD... 
.. produced by Raphael G. Wolff Studios, Holly- 


wood, with the cooperation of the National 
Industrial Advertisers Association for Putman 
Publishing Company. 


See it... LOS ANGELES June 29—July 1 1950 


The Annual Conference of 


NATIONAL INDUSTRIAL ADVERTISERS ASSOCIATION 


Following this showing the film will be available to all industrial 
advertising men and women for showings to top management, 


sales, advertising or other executive groups or to company heads 


An advertisement of Purman Publishing Company 
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“An Indispensable 
Publication” 


and Advertising Manager 
THE LUNKENHEIMER COMPANY 


“Some fifteen years ago I commented that if I had 
to choose only one publication to read, my choice 
would be INDUSTRIAL MARKETING. That 
holds good today, more than ever before, because 
you have paced the development and improvement 
in the techniques of industrial advertising and mar 
keting, giving us just what we need-—a broad, well- 
balanced treatment of the subject as a whole. Also, 
I firmly believe that the high type of articles and 
case studies have exerted a powerful force in awak 
ening the advertising consciousness of top manage- 


ment. In my book, INDUSTRIAL MARKETING 


is an indispensable publication.” 


FRED G. BERLING 


From printer's devil printer to cre 
Mr. Berling piled up expenence be net The I 
hemmer as pri ‘ 

show sales promotion manager in charge ot aclve sme He 


has lectured a he nivers i 
one of the organiers and past pre 


dustrial Advertisers Association, and os a past director of NEAA 


Says FRED G. BERLING, Sales Promotion 


“The One | Always Read 
Thoroughly” 


Says SAM J. BORCHERS, Advertising Manager 
BARRETT-CRAVENS COMPANY 


“While I ‘fan through’ a large number of business 
papers, the one I always read thoroughly is INDUS- 
TRIAL MARKETING. For many years I have had 
it sent to my home, where I can give it a complete 
reading. Industrial advertising, in the course of its 
remarkable growth during the past generation, has 
had to develop a technique of its own. In this im- 
portant development, INDUSTRIAL MARKET- 
ING has played a major and highly active role.” 


SAM J. BORCHERS 


In the « of a long and varied career im in strial acdvertis 


Mr 

Borchers has gained a splendud whkg bor some two 
ears, now has been “dow mg m Tass advertising 
nanager of Barrett Cravens Cx« ti aul im 
, which ws published by a m competitive group at 
ment manufacturers. When asked how he manages to 

I ! ommented \ lot of experrence teaches 


how to ce a lot of things withou ’ of waste motion 
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“Naturally, It Is The ‘Bible’” 


Says LEE RAMSDELL, Jr., President 


LEE RAMSDELL & CO., INC. 


“Naturally, INDUSTRIAL MARKETING is the 
‘Bible’ for those of us who work on industrial ad- 
vertising. Its coverage of industrial marketing prob- 
lems, promotional methods, and ideas, is without 
equal in the business. Most important to us is the 
way in which ideas from INDUSTRIAL MAR- 
KETING can be applied by our account men and 


copywriters to their own problems.” 


LEE RAMSDELL, Jr. 


Says Mr. Ramsdell about himself: “Ever since graduation from 


Dartmouth College in 1924, I have been connected with adver 
tising and sales in a variety of industries—from the US. Gypsum 
imfustry, to large and medium-sized 


Co., the giant of its 


With this background, it is 


should 


pharmaceutic manufacturers 
only natural that our agency stress sound sales and 
distribution policies first, as a foundation for productive, fac 


tual advertising 


INDUSTRIAL MARKETING 


100 EAST OHIO STREET 


| 
| 
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“A Valuable Contribution 
To My Job” 


Says MISS A. M. SANNER, Advertising Manager 


ROCKFORD MACHINE TOOL CO. 


“Your specialized editorial content dealing exclu- 
sively with advertising and selling problems in in- 
dustry—the fundamental information on marketing 
and research—and the ‘methods’ articles—all com- 
bine to make INDUSTRIAL MARKETING a valu- 


able contribution to my job.” 


A. M. SANNER 


\ faithful reader of INDUSTRIAL MARKETING, Miss Sanner 
entered the employ of the Rockford Machine Tool Co. seven 
years ago as assistant advertising manager. Four years ago she 
was advanced to the top position in her department, as ad 
vertising manager. In addition to her duties with the company, 
she finds time to be an active member of the Rockford Indus- 


trial Marketers 


CHICAGO 11, ILLINOIS 
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Vroduction 

1297 tons per month 
Labor Requirements 

19 man hours daily 
(leaning Costs 
(including maintenance) 
per ton $2.41 


WHEELABRATOR SAVINGS 
Savings per ton $1.15 
Savings per month $1,491.55 
Savings per year $17,898.60 
Below that, there’s a desc ription of 
the types of castings handled in the 
subject foundry. Ad also includes in 
stallation photos. This is the way a 
success story should be handled—with 
sullicient facts provided to make the 
results significant. 


Squawk 


We have a rather hotly phrased 
communication from an outraged read. 
er who takes Westinghouse to task 
for what he calls “misrepresentation” 
in its advertising of its Life-Line Mo 
tors 

\ vear age Westinghouse was de 
claring, with what was apparently com 
plete confidence, that the Life Line 
Wis lubricated for life.” A typu al 
headline: “Do Away with Lubrication 
Costs Forever” which is certainly an 


tithe i” al promise 


Employe, Public Relations 


Continued trom Page 78) 


employe communication: the average 
employe hasn't the faintest idea of his 
company s profit, either what it is or 
what it should be 


At Fort Wayne. 


questioned didn't hazard a guess as to 


of employes 


the profit in dollars, and 76% didn’t 
guess as te the profit in percentage 
Only | of the total were within 
S20,.000.000 of the correct answer in 
dollars, and 


per cent of percentag: of profit 


were within one 


The works manager remarks. we 
suspect a trifle ruefully: “Though we 
have published these figures many 
times in the public press and “Works 
News’. either people are not inter 
ested or we don't present the profit 
story in an interesting and under 
standable manner This certainly 
bears further consideration 

The plant paper, edited by Don 
Campbell, has actually covered the 
profit story both frequently and well 
The rub continues to be that financial 
reports are dull reading for a lot of 
people; further, that a plant employe 
finds himself far removed indeed 


American Wheelabrator 


Lately. however. 


seems to have been back trac king A 


Westinghouse 


recent ad, in an apparently chastened 
mood, asks: “How Long Will the Life- 
Line Bearing Last?”-—which not only 
implies an unintended confession of 
doubt on the part of the maker but 
ilso represents a striking reversal of 


from the astronomy of big figure im 
come and outge 

Yet Seeretary of Commerce Sawvet 
is authority for the sympathetic ob- 
servation that “We have passed the 
time when intelligent Americans use 
the word profit’ as a curse. | believe 
all of us can agree on the fundamental 
principle that profit is good when it 
is reasonable and when it is used to 
produce more of the things we need.” 

The profit figures seem of interest 
to workers only when the unions 
wrap them up into a club, and about 
all industry can do about it is to con 
tinue to tell the profit story, in as sim 
ple and convincing a manner as it 


knows how 


Show Company Interest 

Such polls as GE's Fort Wayne sur 
vey help the cause along. In a com 
munity they demonstrate a company’s 
interest in being a good neighbor. 
and in correcting such errors as are 
subject to correction. GE found, prob 
ably to no one’s surprise, that there 
appeared to be very little. if any 
eriticism of general policies. 

The majority of cases where em 
ploves are unhappy can be traced to 
the plant’s failure to handle personal 


direct sales and supervisory training. 


advertising approach. The answer is: 
“As long as comparable periodically 
lubricated bearings—or longer!” 
That’s a long way from “forever.” 

Because our correspondent feels 
that the “unbelievability” of Westing- 
house advertising has done damage to 
the prestige of industrial advertising 
generally, it seems only fair to give 
Westinghouse a chance to explain, if 
its advertising people care to, in this 
spac 

For our part, we are strictly 
against misrepresentation, of course, 
because we would hate to see, in our 
field, the wanton flinging-about of un 
substantiatable claims that is chronic 
to consumer advertising. nfortunate 
ly, we are not always in possession of 
enough information to be able to de- 
fect misrepresentation when it comes 
along. Therefore, we are grateful to 
our correspondent for having brought 
this case to our attention but at the 
same time hopeful that Westinghouse 
will be able to exonerate itself. Pend- 
ing a defense argument, we shall have 
to reserve any admonition this read. 
er would like us to publish. 


—The Copy Chasers 


problems properly, and youll run in 
to this anywhere. 

One important conclusion drawn 
by GE from the survey is that com 
munity relations will never be any 
better than employe relations. That 
may be an obvious conclusion, but 
it's one that management frequently 
overlooks. A public relations officer. 
with a commendable disdain for his 
jurisdictions, recently paraphrased it 
thus: “If your industrial relations are 
good, your public relations will take 
eare of themselves.” 

It isn't completely true, because the 
public must be told that thev’re good, 
but it is a healthy thought in the right 
direction 


Schield-Bantam Appoints Pray 

Vernon FE. Pray has been named ad 
vertising and sales promotion manager, 
Schield-Bantam Co.. Waverly, manu 
facturers of truck-mounted power 
shovels 


Roberts Joins McKinsey 

Paul Roberts, wartime chief of per 
sonnel procurement, Office of Strategic 
Services, has joined McKinsey & Co. 
New York management consultant. to 
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Handling 
uipment for You 


BSN Movie Helps Train Your Salesmen, too a: i" 


loading and delivering the great 


Mechanize for Profit’ is an on-the-spot camera ing, ste g Z 
record of how progressive lumber and building variety of materials bulk and packaged, and Spotlighting 
material dealers and wholesalers utilize moc in all sizes, shapes and weights a Market for: 
materials handling equipment in a broad variety This ic another cutetandine exemple of BSN's 125,000 Trucks 
of yard operations long onsistent editorial program to educate 15,000 Transit Mixers 


15,000 Lift Trucks 
1,200 Crenes, etc. 
J 


esalers to the many advantages 


9 dealers and wt 
Made by the editors of Burtpinc News, 


mechanized ndling equipment makes possible 


t has th i its of 3 star movie -; : 
it has ail e elemer fad ar i i ind a 4 program that has conditioned thousands 


mint of ideas that are stimulating intense inter this field for your selling efforts i | 


est in mechanized equipment among these 
dealers and wholesalers. For manufacturers of A consistent selling campaign in’ BurLoine Revolutionary 
this equipment, it’s packed with practical ideas Supety News will spotlight your product story 


for selling and broadening the uses of their in this active buying market where thousands of 


products in this big, ripe market profitable sales are now waiting to be made. Ask 


a BSN representative to give you authentix 


BSN’s film gives dealers and wholesalers a vivid facts about your sales opportunities for curing 
picture of how modern equipment can save the “big industry” handling headaches of this 
time, money and headaches in unloading, stack $7 billion retail building products market 


BUILDING SUPPLY NEWS 5 South Wabash Ave., Chicago 3, Ill. 


What Dealers and Equipment Manufacturers Say 


Your crowning achievement i« that I think i: ix wonderful for a publication 
your film will put extra dollar nm the to go out of its way as you are doug to 
pockets of thousands of lumber men educate the dealer even further than 
and at the same (ime ill be a tremen vou alread lo it yur Magazine on 

After the showing of the BSN film at ‘0u* scoop for your book mechanical handling 
the dealers’ convention, our representa Conreyor Manufacturer Steel Strapping Manufacturer 
tive sold four accounts and got two 
“We were sufficiently impressed by the You have an excellent movie. It brought 


hot prospects 


Steel Strapping Manufacturer BSN movie to buy a Fork lift truck to our members a great deal of down-to 


Massachusetts dealer eatth factual information 


Dealer Association Secretary 


“This movie shows that your magazine I would like to have our executives and 
and your readers are ‘way ahead of the our sales organization view BSN’s fine It is the most unbiased film of its type 
manufacturers in developing what 4ooks movie. Our organization needs educa we've ever seen gives customers a fair 
like a very big equipment market tron in handling operations in this field demonstration of each make of truck 
Chicago Manufacturer Lift Truck Manufacturer Lift Truck Manufacturer 


Film on Mate- | 
rials Handling 
| (Filmed in tember) 
ond Building 
| loterial Yards | 
| 
umber Handing 
| ia Lift Truck 
ds 
\ |. 


ee PRIL advertising linage for 250 
pustrian Marxetinc is 3.2% under 
April, 1949, indicating a favorable trend 
when compared with monthly percent- 
M4 4 ages to date this year: January. down 
in Business Papers February, down 64%: March, 

down 5.4% 
Cumulative figures for the first four 
months of 1950 are 5.8 off, a loss of 
6.373 pages from the 110,126 pages for 
A pr il the same period last year. Cumulative 
Volume 3.2%, {in Pages) Under 1949 figures to date were: first two months, 


off 7.4°.: first three months, off 


Poge 

Chenge Compared with 1949 figures for April, 
2-5 the 147 Industrial papers lost 453 page 
Product News 2 the Industrial papers lost 400 pages 
Track 155 A or 2.5%, with a decline of 4,006 pages 
+ 3.5 or 5.89, to date in 1950. Product News 
13.4 publications are up .8°% in April, 2.4% 
brand Votel 2. since the first of the year 


Trade publications, down 5.1% in 
April, are off 6.6° for the first four 


months, or 1.774 pages behind the 26, 


91 placed to date last year 


Year to Date 
The 26 Class papers began to show a 


Volume 5.8%, (in Pages) Under 1949 : slight gain in February. are up 1.5% in 
1950 1949 Chenge Change April. with identical linage for the first 
Industrial 64,801 65,897 1,004 5.8 quarter of 1999 and 1950. The export pa- 


Product News 


Trade 


sted 22 24 pers are down 13.4% for April, 12.8% 
for the first four months of the year 


tla 


tniess otherwise noted, all publications 
sre monthties and have standare 


Tota! 103.7 110,126 x 10 Inch type page 


Eaport 


Grand 


industriel Group 


Industrie! Growp 1950 Industrial Group 


Machine Shop x 
‘ Digest Flectric Light & Powe 1033 " 
Are Aviation (semi mo bLieetrical Engineering °§7 Modern Packaging *218 
in Hui tele ” bleet Construction & Mo«dern Plastics 


Modern Railroads 


National Butter & Cheese 
Am ter 4 World tw.) °2733 Journal 4s 
\nalyt ( hemistry cs 215 187 National Petroleum News ow 128 
Architeet un 1 ng & Mining Journal 129 National Provisioner ow 8206 160 
rd Ping ‘ m News-Record National Safety News 3 2 


i Pacavating Engineer oll & Ges Journal 
Finishing 


Organic 


. Packaging Parade 12) 105 
Redding Fleet Owner 128 Paper Industry 8 73 
Hirick A vy i cessing 2 Petroleum Engineer 184 
thus naportat iv *170 *192 Petroleum Processing 74 78 
Hhutane. Propane News Petroleum Hefiner “170 

f Pit & Quarry “110 “1 


Engineering 


( eneration ‘ ‘ 


News i Practical Puilder 108 102 
Che Pg “ Printing Magazine 0 
th al Indus 10 lee Cream Heview a4 Product Engineering *227 *2¢ 
th Processing i 12 Industrial & Engineering Production Enginecring & 

Ciwtt “ is Chemistry 108 Management 


Architecture 


Tiles “ ‘a I 2 lectrical Engineer 161 


Drilling i 
Drug & Cosmetic Industry 11 


ilnctudes spectal lasur 
“Includes classified advertising Meet "101 
Does t include advertising specta Metal | string “at 6 Sewage and Industrial 
Western seetior Metal Progress 118 Wastes Engineering 
Milk 110 101 Shears 
« 10 units, sold as pages & Factory Southern Lumber Journal . 
Estimated M a ine ering 22 Southern Lumbermar *141 


4 
- 
8.912 8.942 
196 1980 1949 
Pages Pages 
257 
| “207 
\ 62 
Aut 
2 
Aviation 
Aviation Weel 8°29 
> Canner (w Ploting 52 
tera Industry Heating & Ventilating “1 Powe 197 
Construction Digest «bi-« “100 Industry & Power RX Progressive 107 
Cor tiem Methods & Inland Printer Purchasing *224 *235 
j t “126 °12 Int ‘ 105 10s 
‘ at tion News Age 1 Ouick Frozen Foods & 
Construct the Locker Plant “2 
Monthly a tt Hallway Age iw 219 224 ¢ 
Machine Design *229 *232 Ratiway Enginerring & 
Delry Pecord Machi Tool Blue Book Maintenance ” 
\ Transy tot 2 Communications 25 
1 11 ! & St t *o1 
| 
4 < 
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eeny, meeny 


miny buying! 


These days shoppers buy by brand! 

Make sure they look for, ask for, reach for 
your product .. . by covering all bases 

with “‘shopper-stopper’™’ PF decals. On your 
product — whatever it may be! On your 

trucks, autos — wherever they may gol 

On store windows, counters — wherever space 
exists, PF decals brand your tradename on 
the buyer's mind, clinch those sales! 


NEW YORK, N. Y. - E. LIVERPOOL, OHIO - CHICAGO, ILL. 
Write Dept. IM, 220 West 42nd Street, New York 18 


INDUSTRIAL MARKETING. May [950 


learn new ways 

for PF decals to sell your 
products. See the brilliant 
color reproduction, the 
ease of application of 

PF decals. Send today for 
the 16-page booklet plus 
samples of PF decals. 
Remember, they're tailormade 
— special PF decals can be 
designed for best service 


on your product. 


art services, consultations and 
estimates without obligation 
PALM, FECHTELER & COMPANY 
Dept. 1M, 220 West 42nd Street 
New York 18, N. Y. 
—_... Yes! | wont your new booklet. Please rush my copy 
by return mail. 
Please hove your representative coll on me. 
= 
FIRM 


ADDRESS — 


TYPE OF BUSINESS 


1, 
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4 
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Industriel Groep 1950 
Peges 
Seuthern Power & Industry 92 4 
Steel (w.) 8°383 “304 
Supervision 
Telephone Engineer 
| Telephony §°152 
Textile Industries 206 182 
Textile World 209 237 ay 
Timberman “97 *121 
& Die Journal 
(Sa7\ 4104 “3 
| Tool Engineer $162 75 
Trafle World iw 107 111 
Utilization 
Water & Sewage Works 29 
Water Works Pngineering 55 
Welding Engineer 61 
Western Canner and Packer *39 
Western Construction News “100 
Western Industry 
Wood Worke: °75 
Woodworking Digest 
World “179 200 
World Petroleum 5: 
Total 
Product News Group 1950 1949 
Pages 
Volume figures for product news informe 
tion publications listed below are reported 
. in 19 page units (approximately 3% x 4% 
not In standard 7x10" pages 
Electrical Equipment 325 3236 
Industrial Equipment News 15 
Industrial Maintenance 151 16 
sing New Equipment Digest 504 42 
wot Plastics World 148 122 
etvert are Product Design & Develop 
ou ment 256 202 
Transportation Supply News 43 is 
Totals 
Divided by 9 
Trede Group 
| 
Air Conditioning & Kefrigera 
American Artisan 114 9 
| American Druggist 116 12 a! 
| American Lumberman & } 
Building Products Mer 
chandiser (bi-w. 
Boot & Shoe Recorder 
(semi-n "2.0 
Chain Store Age 
| Combing 2 2 
Druggist Editions 108 x9 
Merchandise » 
i Grocery Editions 89 9 
Ihpartment Store Peonomist H 
INDUSTRIAL MAINTENANCE 
Flectrical Dealer 62 
blectrical Merehandisin 
3 3623-27 FILBERT STREET PHILADELPHIA 4, PA. "168 
Electrical Wholesaling 
Farm Equipment Ketailing 
4 Farm Implement News 
Facts Cu Plorists’ Review (w.) 
Fueloil & Oil Hea 
Geyer’s Topics 75 92 
84 INDUSTRIAL AND BUSINESS MARKETS 
Hardware Age (bi-w.) £493 
de iled ed pre toti tehe a 
and tai m ia sen ons of over ‘ ar 
Review 128 13 
200 PUBLICATIONS Hosiery Industry Weekly ix 74 La 
Hosiery Merchandising ig 
see your copy of the new 1950 edition, Implement & Tractor (bi-w.) *228 Bs 
Record 
MARKET DATA NUMBER Industrial Distribution 169 2 
Leather & Shoes (w 
Lingerie Merchandising 64 82 ita 
Liquor Store & Dispenser 
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Ever See An X-Ray Picture 
Of An Industrial Market? <= 


. with every plant in it taken apart and examined 
thoroughly to see whether it’s a healthy prospect? 
Can you picture how helpful that information would be 


in your sales and advertising planning ? 


doce vo 


The machine that is doing that job is the PENTON 
CENSUS OF METALWORKING. It develops a 
detailed picture of every one of 45,000 metalworking 
and metalproducing plants bringing out these 
essential facts: 

Name 

Location 

Products made 

Operations performed 

Number employed 

innual sales volume 

Design data 


Foundry data 


- 
) \ 


15.000 pictures like that represent a mighty big opera- 
tion which started in 1939 and has been continuing 


ever since. 


This first real census of metalworking ever developed 


outside the U.S. Bureau of the Census has cost to 
date over half a milhon dollars. Penton employs one 
of the organizations best qualified to gather and verify 
data on American business—Dun & Bradstreet, Ine. 
Information is gathered through their complete facili- 
ties in New York and their vast crew of accredited 
reporters in 165 offices throughout the country. Every 
year thousands of mail questionnaires and field inter- 
Views are used to maintain a complete, up-to-date story 


on every plant in the market. 


Why is all this work done? 


This exhaustive census operation is carried on because 
complete know ledge of the plants which make up the 
market is the only way that Penton publications can 


- be sure to cover all worthwhile plants 
adequately 


. screen “low potential” plants 


- keep up-to-date on an ever-changing 
market 


- give every advertiser more than his 
money's worth in worthwhile prospects 


An important by-product of the Penton Census is a 
wealth of market information for any company selling 
to metalworking plants. You may find that we have 
just the information you need to help you evaluate 
market coverage or potentials. Send us your questions 
and we will give them prompt attention. 


™ PENTON company 


PENTON BUILDING « CLEVELAND 13, OHIO 


it 
| 

a 

- 
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IF YOU sell engineering mate- 
rials, parts or finishes used in 
product manufacture, or equip 
ment for changing or improving 
the properties of materials, you 


can cut sales costs by using 


Materials 
Methods 


the direct approach to 17,000 
materials engineering men who 
regularly read M & M because 


Materials 
Methods 


is the only business publication 
which deals exclusively with the 
materials problems of product 
design and manufacture. It is the 


only materials engineering 
magazine serving the product 


manutacturing industries. 


Materials 
Methods 


editorial program includes:— 


(1) The selection of engineering 
materials from their end service 


performance standpoint 


(2) The selection of these same 
materials from their processing 
or working behavior standpoint 


A REINHOLD PUBLICATION 


330 West 42nd St, New York 18, NY 


Trede Group 
Motor 172 171 
Motor Age (4\ 56%) 126 146 
Motor Service 162 159 
NJ (National Jeweler 
168 210 
National Bottlers’ Gazette 
Office Appliances 142 158 
Photographic Trade News "2 
Piumbing & Heating Business 162 106 
Plumbing & Heating Journal 76 77 
Piumbing & Heating Whole 
saler 
Poultry Supply Dealer 
Progressive Grocer (44,47) 185 
Sheet Metal Worker “72 
Southern Automotive Journal 109 124 
Southern Hardware 143 155 
Sporting Goods Dealer 173 177 
Sports Age 51 


Super Market Merchandising *129 "1M 
Variety Merchandiser 


RN 
Weed Construction & Bulld 
ing Materialist 54 
Total 6.618 6.969 
Cless Grovp 1950 1949 
Pages 
\dvertising Age 
(10% e201 §212 
American Funeral Director *7e 
American Hairdresser 


American Hestaurant 


Hanking x10 3/16) 43 ” 


Chain Stere Age 
Fountain Restaurant 
(Combinations 


Cleaning & Laundry World 
Dental Survey as 102 
Fountain Service 862 860 
Hospital Management 69 
Hotel Management 
Hotel Monthly 
Hotel World Review 

“4 
lodustrial Marketing SS 
Journal of the American 

Medical Association (w | 
Laundry Age 57 


Medical keonomics 

(44 06%) 19 119 
Modern Beauty Shop 76 71 
Moslern Medicine (semi-mo.) 


Letters 

Continued from Page 12) 
to tell us what our potential sales might 
be. Now we have a copy of your new 
1950 edition of the Industrial Market 
Data Book right in our office, but it just 
happens that there is another chap in 
the building whe also gets a copy. and 
when we mentioned our problem to him 
over the luncheon table. he said noth 
ing but appeared an hour later with all 
the facts and figures shown in the data 

Imagine our chagrin for net being 
smart enough to look there first. After 
this. we will! —-Cuartes H. Daves, 
Charles H. Davis Advertising Manage 


tment Roston 


Let's Stay Modest, but... 

lo Tue Eprror: I've said it before, 
and as long as InpustRiaL Marketinc 
remains as informative as it is now and 
has been for a long time, T'll say again 


(44264) 


Nation's Schools 

Class Group 1950 1949 
Oral Hygiene 

(4-5) 16x7-3/16) 129 133 
Restaurant Management 7s 78 
Scholastic Coach ‘1 
School Execcutive— School 

Equipment News 74 69 
School Management 

27 23 
What's New in Home ;, 

Economics 10; 68 

Total 2,375 2,540 
Expert Grovwp 1950 1949 
Pages 

American Automobile 

(overseas edition) 29 110 
American Exporter (two 

editions) 1.0% 175 
American Exporter Industrial 

(two editions) 118 135 
Automovil Americano 112 125 
Caminos y Calles 29 
Farmaceutico 42 
Hacienda (two editions) ow 105 
Hospital 12 
Ingenieria Internacional 

Construccion 51 45 
Ingenieria Internacional 

Industria 75 91 
MeGraw-Hill Digest “4 35 
Petroleo Interamericano 16 55 
Pharmacy International 1s 21 


Revista Aerea Latin 
americana 17 
Hevista Rotaria 7 


Spanish Oral Hygiene 


4-5/16x7-3 16) 32 
Textiles Panamericanos 61 42 
Total 971 1,121 


SIncludes a special issue 
“Includes classified advertising 
Estimated 

March, 1950, figures for AMERICAN CITY 
should be 127 pages, instead of 125 pages, 
as reported 
NOTE: The above figures must not be quoted 
ow reproduced without permission 


and again that an IM subscription is 
the greatest value for the money any- 
where. Anyone who doesn't voluntarily 
renew his subscription ought to have his 
head examined Erwin H. Kraus, 
Buchanan & Co. 155 Montgomery St., 
San Francisco. 


To Tue Eprror: You are doing a real 
service for house magazine editors, and 
I don’t want to miss out on any of the 
material. Our market research depart 
ment apparently failed to renew the last 
subseription we had and I've been miss- 
ing it.—-Catruenine Core. editor, “Cole- 
man Spot-Lite.” The Coleman Co. Ine. 


Wichita 1, Kans 


Chirurg Promotes Lane 

E. Gordon Lane, former general man 
ager of James Thomas Chirurg Co.'s 
Boston office, has been named director 
of new business in the New York-Mid 
dle Atlantic area. with offices in New 


York 
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MONTHLY MAGAZINE 


MY OWN CUSTOMERS ie 
WHAT MAGAZINE THEY if 
PREFERRED FORHELP 

IN THEIR PLANT 
OPERATIONS” SAYS 
MR.WILLIAM J. 

DEVELIN, 

MANAGER, CONVEYOR DEPT, 

SANDVIK STEELINC 
NEW YORK. * THE 

ANSWER CAME BACK 
A RESOUNDING 

CHEMICAL 

ENGINEERING 
FACT, C.E. 

WAS PREFERRED 

MORE THAN 2TO1/” 


YEAR AFTER YEAR 
C.E. PROVIDES 


‘Tuese FLOW SHEETS oF pRocess INDUSTRIES SHOW WHERE 
YOUR EQUIPMENT OR MATERIALS FITIN PROFITABLE PLANT OPERATION, 


HAS APPEARED ON 
PAGE NINE OF 
CHEMICAL 

ENGINEERING 

IN OVER TWO-HUNDRED 

CONSECUTIVE ISSUES 
MORE THAN [7 YEARS / 


le 


ANOTHER REASON FOR 
. CHEMICAL ENGINEERING 


/ 
LEADERSHIP. MORE EDITORS / COPIES TODAY | 


ALL PHASES OF THE 

CHEMICAL PROCESS 

ed INDUSTRIES COVERED / 
é 


WITH CHEM & MET 
A McGraw-Hill Publication ©@ 330 West 42nd. Street, New York 18, N. Y. 


WHERE YOU NEED IT / 
j ~ > — ‘ 4 
BIRD MACHINE CO. ss SS | 
SO.WALPOLE, MASS, SES 4 a 
= | 
| 
Lud 
ily 
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HE FINDS IT EVERYWHERE 
HE GOES 15000 


MECHANICAL 
Ask The Salesman: 
Who are the men he has to sell ? mOCAMICAL 
THE MECHANICAL ENGINEERS CATALOG | 
as a daily 
Product Reference 


But who are the men to whom he talks ? 
THE PURCHASING AGENTS 


And who specifies buying data ? 
THE MECHANICAL ENGINEERS 


| Ask The Engineer: 


What is his source of product information ? 


ASME MECHANICAL CATALOG 


Now, Ask Yourself: 


ls your product fully specified in the iiadeaiiiialbidsiiace 
ASME MECHANICAL CATALOG ? 


sign, build, operate and main 
tain the machinery of industry 


PUBLISHED BY 


THE AMERICAN SOCIETY OF MECHANICAL ENGINEERS 
31 West 39th Street, New York 18, N. Y. 


“MECHANICAL ENGINEERING” 


e also publish “Mechanical Engmeering”’. a monthly magazine 


tor ASME members These public ations are complement ry For 
astance. on MECHANICAL ENGINEERING build brand preter \ 


ence and in ASME CATALOG insure brand recollection 
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NIAA News 


Netional Headquarters, |776 Broodwoy, New 19. N.Y 


Bernerd H. Dolan, president 
Blaine G. Wiley, executive secretory 


“Ge 
Pate Sue 


SOUND-COLOR MOVIE to sell top management on advertising nears comple- 
tion. The 25-minute film, sponsored by the National Industrial Advertisers As- 
sociation and Putman Publishing Co., Chicago, was scheduled for a work print 
screening May | and an acceptance screening May 20. Principals and directors are 
shown at work on the film at Raphael G. Wolff Studios, Hollywood (1, 2 and 3). 
Results of advertising are dramatized with case histories, including that of Plymouth 
Cordage Co. Picture 4 is one of the film's scenes in the story of Plymouth’'s ad- 
vertising. Picture 5: Looking over the script are (from left) film committee chair- 
man J. S. Smith, General Electric Co., Schenectady, N. Y.; E. S. Pattison, G. M 
Basford Co., New York agency, executive secretary of the committee; and Raphael 
G Wolff, the producer. Picture 6: Mulling story problems are (from left) script 
writer Norman Wright; committee member H. S. Schuckle, Emery Advertising 
Co.;: NIAA President Bernie Dolan; Mr. Smith; Russell L. Putman, president, 
Putrnan Publishing Co.; Mr. Pattison, and committee members John Reinhardt, 
Proctor & Swartz Co., Philadelphia, and W. T. Montague, Norton Co., Wor- 
cester, Mas-. Film title is “The Radar of Selling.” 
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CHAPTER ACTIVITIES OF THE NATIONAL INDUSTRIAL AD’ 


Top Management 
Executives Bolster 
Speakers Agenda 


Top management will 
be strongly represented among speak 


Los 


ers at the annual conference of the Na- 
tional Industrial Advertisers Associa- 
tion June 29, 30 and July 1. 

In addition to Economic Cooperation 
Administiator Paul G. Hoffman, speak. 
ers will include William E. Umsetattd, 
president, Timken Roller Bearing Co., 
who will discuss “Advertising Free En- 
terprise”; Reese Taylor, president, 
Union Oil Co. 
“Capital and the Welfare State”; and 
Col. H 
president, Goodyear Tire & Rubber Co 
of Canada. who will diseuss the Cana- 
dian industrial situation 

President Bernard Dolan, 
manager of sales, Peter A. Frasse & 
Co., will speak about “Working with 
the Sales Foree” and Harry Conover, 
president, Conover-Mast Publications, 
will offer a blue print for success in in 


whose will be 


Barrett, assistant to the 


dustrial advertising 

Participants in a panel on the eco 
nomic outlook will include moderator 
Dexter Keezer, director of the depart 
ment of economics, MeGraw-Hill Pub 
lishing Co.; Geo. O. Hays, president, 
Penton Publishing Co.; Frank Tighe, 
editor, Motor Age; Wallance Traendly, 
publisher, Chemical Engineering; Ray 
Dudley, president, Gulf Publishing Co.; 
Charles R. Herb, editor, Machinery; 
and FE. G American 
Builder. 

On the social side will be a get-ac- 
quainted Wednesday evening 
(June 28), a publishers’ reception 
Thursday evening and for a climax the 


Gavin, editor, 


dinner 


annual banquet and stage show which 


will feature Hollywood radio and 


“screen stars 


Fast Coverage for NIAA Meeting 
The National Industrial 


\ssociation’s annual conference in Los 


Advertisers 


Angeles will be reported in detail in 
Marketine’s July issue, not 
\uguet sue as re ported last month 


+ | 

. | 

Al 

| Los Angeles NIAA Program Nears Completion I 

bs 

ip jai 


ELS 
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EVERYBODY'S DOING IT! Panel discussions of indus 
trial advertising problems by advertising managers, agency 
men and media representatives are cropping up in various 
NIAA chapters, after the Cleveland chapter started the prac- 
tice. Top: Shirt sleeve panel discussed how to reduce adver- 
tising production costs at a meeting of the Milwaukee Indus- 
trial Marketing Association. Participants were (from left) 
Bob Chope, Compton, Inc.; Dick Shilbauer, Mueller En- 
graving Co.; Carroll Brussat, W. A. Krueger Co.; Austin 
West, General Electric X-Ray Co.; Carl Becker, Becker Elec 
trotype Co.; moderator Arnold Andrews, Andrews Agency 
Marty Kachigan, Ladish Co.; Fran Kopp, Delta Mig. Co.; 


Shirt Sleeves and a Smoke Filled Room 


Ad Film Aimed at Public can economy, and is intended to inform 


Herb Fuhry, E. F. Schmidt Co.; Bob Apple, Trade Press Typo- 
graphers; and Erv Abramson, E. R. Abramson Advertising, 
Inc. Bottom: Chicago Industrial Advertisers in an academic 
mood heard these cap and gowned advertisers, agency and 
media executives (from right)—moderator William Marsteller, 
Rockwell Mfg. Co.; CIA President Henry Tymick, Buchen 
Co.; CIA Program Chairman Emil Stanley, Traffic World; 
Stu Phillips, Dole Valve; Russ Oakes, Clark Tructractor; Art 
Tofte, Allis-Chalmers Mfg. Co.; Ed Lauesen, Fuller & Smith 
& Ross; Harvey Scribner, Russell T. Gray; Ross Llewellyn, 
Ross Llewellyn, Inc.; Charles Haskins, Moore Pub. Co: 
Clark Boughton, Power; Charles Price, Keeney Pub. Co 


entatens of outstanding campaigns in 


ind educate the general public on the each of 18 industry classifications. En 

Offered by Putman to NIAA contribution made by advertising te try blanks are obtainable from NIAA 

raising the standard of living in ths headquarters 1776 Broadway New 

rag place } an order for 10 prints country York. Awards will be presented at the 
The Putman Publishing Co. now has hos Angeles convention June 29 


of “The Magic Kev tilm on adver 


tising recently produced and released 


in production at the 


Wolff studies a 
Cleveland Management Clinic Opens 


film « ime advertts 
by Raphael G. Wolff Studies, Helly Problems of marketing. administra 
“The Big Pitel will be turned over te Angeles June 29 ind July 1. This 
the National Industrial Ndvertiser \ film is being made in couperation with Ad 
sociation for showin bee feore th the NEAA. whieh will make it available MM for nt 
hapter showings. especially to man of inagement in cooperation with the 
local el apters nt men Industrial Marketers of Cleveland. Sales 
Russell L. Putman, president of the Clab. American Marketing 
NI \A NIAA Competition for Best \sseciation and other groups 
offering to supply prints for distribu Industrial Ads to End May 15 NIAA Conference Train Filling Fast 
tien te local chapters, and the offer was Deal for entries in the 1950 NENA Tickets for only two coaches of a 
enthusiastically accepted ndustrial advertising competition (tor nine-coach Pullman train from the Fat 
“The Magic Kev praduced ita merly called the panels com petitiar te the National Industrial Advertisers 
of more than $50,000. ts an May \sseciation’s conference at Los An 
of the value of advertising in the Amet Three awards will be offered for pres geles remain te be sold 
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LOS ANGELES - 962 
Siw FAM GI 


rete 


REMEMBER, DEAR—YOU PROMISED ME A CAREFREE TRIP 
IF THE FAMILY COULD GO 
to the NIAA Conference in Los Angeles 


Promise yourself now that you'll be facing West in 
June for the 1950 NIAA Conference. This year's pro- 
gram will be based on the theme: “Nobody profits ‘til 
something is sold.” And at the Los Angeles meetings, 
you'll hear leadership opimon expressed and see valu- 
able techniques demonstrated. 

You'll benefit by the work of this Conference... be- 
cause the values you gain by participation are im- 
portant to your business. 

Why not make it a vacation too? Bring your family 
—and after the Conference closes, plan to spend your 


vacation in the West. 


For complete information about the Conference and 
vacation plans, write to the Attendance Committee, 
2614 West 9th St.. Los Angeles 6, California. 


Make your reservations now. 
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Four Ad Managers Tell 
How They Run Departments 


Newank, N. J. The mark of the sue 
cessful advertising manager is his abil 
ity, not to create good copy and art. but 
to recognize, organize and merchandise 
them. Elon Brown, advertising manager, 
Rubberset Co., told members of the In 
dustrial Marketers of New Jersey 

Mr. Brown, winner of three panel 
awards of the National Industrial Ad 
vertisers Association, participated in a 
panel of industrial advertising managers 
«peaking on hew they run their depart 
ments. He said 

An advertising manager doesnt 
need to be a copy man or an artist.” 
Mr. Brown said, “but he must be able 
to recognize good copy and art work 
Abowe all he must know what he want« 
snd how te get it 

This doesn't mean that an ad man 
seer should cramp a creative mans 
tvle bw dictating methods. More good 
copy and art werk have been ruined by 
od managers and others trving te do a 
creative job by proxy than by anything 
else 

The kev te sueceess running an 
advertising department is tor the ad 
manager to know how te use the talent 
ut his disposal and how to merchandise 
what the advertising department creates 
In other words, an advertising manager 
must be a connomeeur of creative abil 
tv. a craftsman in making use of it, and 
a salesman m merchandising 

lacoh H. Ruiter, Allen B. DuMont 
Laboratories, Cliften, said that two dis 
tinetive features of DuMont's advertis 
ing department were (1) the advertising 
manager sits in on all sales conferences 


>) each division of the company 


ind 
has its own ad budget based on vearly 
objectives that the advertising depart 
ment helps formulate 

Rebert March, Worthington Pump 
& Machinery Corp., Harricon, said that 


publicity is a large part of the work of 


the company = advertisiny department 
The department assi-t mpany eng 
neers in preparmg technical articles for 
business papers The company paves the 
engineers a bonus articles published 
but this does net out of the ad 
budget 

bdward Salas, Nuedex Products Co 
Flizabeth, said that a distinctive feature 
oft hes department distribution of 
<amples as a promotion teel S. Geld 
ales and advertising manager. Lignum 
Vitae Products lerses City. wa 


moderator 


EIA Celebrates 25th Anniversary 
The Eastern Industrial Advertiser 
will celebrate their - lwer anniversary at 


a banquet May 4 in Philadelphia 


NIAA Publishers Contest 
Will Close May 31 


New Youx—The National Industrial 
Advertisers Association's third annual 
publishers’ sales promotion contest to 
select the best sales presentations by 
business paper publishers will close May 

Awards will be made at the annual 
NIAA convention June 28 in Los An- 
geles 

Entry blanks are obtainable from 
NIAA headquarters in New York, Pres- 
entations must supply 48 types of infer- 
mation listed on a printed outline, Aim 
of the outline and of the contest -is 
te encourage business paper publishers 
te tell a standardized story on sales so 
that space buyers can easily compare 
one publication's information with that 
given by all other publications on the 
same subject 

To avoid restricting the publisher's 
creative ability and encouraging a 
canned” presentation, publishers are 
permitted to use one page or 20 and are 
otherwise given wide leeway on format 
Entrants are required to send three 
copies of each presentation to contest 
committee chairman Kenneth J. Bayer, 
Oakleigh R. French & Associates, St 


NIAA ‘Journal’ Ads Get 
Alterations; Set for May 


Progress is being made toward es 
tablishing a publication date for the 
NIAA ads to appear in the Ball Street 
Journal. Committee Chairman Schuyler 
Hopper president. Schuyler Hopper 
Co. New York. has confirmed that the 
initial ad is expected te run in May 

Phetestats of ads that the chapters 
have submitted to the committee have 
been sent te all members for comments 
Several original ads have been returned 
to chapters for alterations, all of which 
ire expected to be cleared within a week 


or twe 


GE's Smith Will Discuss Advertising 
in a Salesman's Market at CIA 

Advertising in a salesman’s market 
will be diseussed by J. Stanford Smith 
manager, advertising and sales prome 
tion division, Apparatus Dept... Gener 
at Eleetre Co. Schenectady at 
the Mav & meeting of the Chicage In 
dustrial Adwertixers 

Mr. Smith will analyze the approach 


{ industrial advertising in 1950 when 


» drop of 10 or 15 in sales of capital 
gowds is forecast despite existing higher 
business reserves and consumer savings 
nd the esultant ample purchasing 


NIAA 


25 Years Ago 


From the May, 1925 issue of 


“You « 


business, 


manager 


«MARKETING 


an't dabble in foreign 
S. Bowles King, ad 
of Sullivan Machinery 


Corp. Chicago, warned members 


of the Engineering Advertisers” 


Association at their April meet 


ing 


“If vou go after it. you must 


be prepared to play the game 


with just 
and pers 
opening 
Our con 
tising ts 
port sale 


and are 
ore - 
Jj. N. 


as much thoroughness 
istance as you would in 
a new territery at home 
eption of export adver 
that of an adjunet to ex 
. 1 he two geo together 
interdependent for suc 


WeDonald, Anaconda 


Copper Mining Co., was elected 


pr ~sident 


of the Technical Pub- 


licity Association, New York. in 
April. Other officers are: first 


vice pre 
Bakelite 
dent He 
trie Co., 
secretary 
Ingersoll 


sident—Allan Brown, 
orp ; ond vice-prest 
Catlin, Bryant Elec 
Bridgeport, Conn.: and 
treasurer. Cash, 
Rand Co 


The fourth annual NIAA con 
vention will be held in New York 


early in 
will deve 
hibits as 
ters this 


October. Eastern units 
lop the program and ex 
did the midwest chap- 
year. It is expected that 


the convention will surpass any 
meeting ever held by the NIAA 
The 21st annual convention of 
the Associated Advertising Clubs 
of the World will be held May 


9.14 in I 


louston. Industrial and 


trade advertisers are especially 


inte rester 

\ssocrate 

sion 
Speake 


1 in the joint NIAA and 


d Business Paper ses 


ors will be introduced by 


Julius Holl, Link-Belt Chi 


cage NI 
ule d te 


president. Sched 
present addresses are 


Bennett Chapple, American Roll 


ing Mill 
Paul | 
risione? 
Frans 
Chicage 
d 
bastern 
hopes to 
meeting 
chapter 
active 


Co... Middletown. ©-; 
tidrich. National Pro 
Chicage Aeith J 
T. Ryerson & Son 
and Jesse H. Neal, As 
Business Papers 

Hays president of the 
Industrial Advertisers 
announce at the Housten 
that the Philadephia 
has enrolled mere than 


members 
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C&ENews ... the only weekly newsmagazine serving 


the chemical and process industries ... a multi-billion dollar market 


C&ENews the only publication 


providing blanket coverage of the 21 


chemical and process industries 


C&ENews reaches 20,000 more (nearly twice as many) industrial 


The 21 Chemical 
subscribers than any other publication in the field and Process 


Industries 


Alcoholic Beverages 
Cement, Lime, Rock i 
Chemicals 
C&ENews delivers your sales message to the Coke, Gas 
Equipment 
Explosives 
Officials Works Executives Engineers Research Directors Fertilizers 
Food 
Glass & Refractories 
Leather- 
Linoleum, Oilcloth 
Metallurgical 
Oils, Fats, Soaps 
Paint, Varnish & Inks 
Paper, Pulp 
Petroleum 
Pharmaceuticals 
Plastics 
raw VOUF OWNn Storage & Dry Batteries 
9S Sugar 
0 Textiles 
Miscellaneous 


conclusions! 


and at the lowest cost per thousand 


7-Group Buying and Specifying Team the blanket circulation of 


Chemists - Consultants . Foremen and Supervisors 


C&ENews is newsy fast-reading, comprehensive and informative 


makes for high ad visibility 


CHEMICAL & ENGINEERING NEWS 


NEWSMAGAZINE OF THE CHEMICAL WORLD 
Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 18, N. Y. = 


NEW YORK CHICAGO PHILADELPHIA CLEVELAND FORT WORTH SAN FRANCISCO LOS ANGELES - SEATTLE 
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You're 


missing a 


het 


if you're 


not making 


a special 


drive to sell 


to the 


$12.500,000,000 


meat 


packing 
field 


Meat packing plants use 


huge quantities of almost 


every produet there ix. . 


and only 4.416 volume pro- 


ducing plants turn out most 


of the meat packing indus- 


trys tremendous volume. 


Your selling story reaches 


these plants at every deci- 


sion-making level when it's 


THE 

NATIONAL 

PROVISIONER 

and ANNUAL MEAT PACKERS GUIDE 
FIRST IN THE FOOD FIELD 


Write for the com 
plete story f how 
the meat packing 
field buys tons of 
almost everything 


in the 12-page, file 


sive Data Polder 


407 S. DEARBORN ST., CHICAGO 5 


| Production Economy 


| (Continued from Page 54) 


needlessly expensive and not always 
the best method. Despite that fact, 
many advertising managers and 
agency production men persist in 
getting entangled in these difficulties, 
which arise frequently. Most compa 
nies use trade-marks, signatures, em- 
blems and symbols over and over 
again in advertising and business 
forms. 


Use Live Drawn Copy 


It might all seem hopeless for the 
economy-minded advertising buyer, if 
it weren't for a product called Ad- 
cuts, which for years type founders, 
have been making just like they do 
printers’ type. 

Adcuts are made from almost any 
kind of line drawn copy. From this a 
matrix is made, not by photo-engrav- 
ing but by precision incised tooling 
into a block of brass, just as is made 
for characters of ty pe. 

From this matrix the Adcuts are 
east of hard foundry type metal 
usually on exact, point system bodies. 
Adeuts need no shoulder for tacking 
and can be trimmed flush with the de- 
sign. For this reason, they can be 
made to fit in perfectly with solid set 
body twpe of any size. 

Because, like type, they are made 
from engraved matrices, Adcut count- 
ers are deep and clean and no more 
likely to fill up than those of the ac- 
companying text. Because they are 
cast on the same kind of foundry cast- 

ing machines that produce printers’ 
type, Adcuts are exactly type high, and 


have the same long wearing mirror 
like finish that foundry type has. 


Use Foundry Type 


\ slight variation of this product 
is the Logotype. This is made in prac 
tically the same way except that, in- 
stead of starting with a drawing. you 
start with combinations of letters, 
points or figures set in foundry type. 
The matrices are made from these. 
From there on, the casting is done in 
the same way, with the same advan- 
tages. 

Logotypes find endless application 
wherever type matter is standardized 
and must be repeated often. They 
might be used for a company name 
and address, heading on an office or 


factory form, branch office or custom- 
er imprints and envelope corner cards. 

Instructions on package or product 
labels, cast in Logotypes, can be re- 
printed endlessly without fear of er- 
ror. Where several departments or 
ing identical terms, queries, trade 
branches order printed material bear- 
names, specifications, or titles, it is a 
valuable asset to have the assurance of 
absolute uniformity in spelling and 
stvle of type. 

Naturally, for a single unit or only 
a few units the matrix cost makes Ad- 
cuts and Logotypes uneconomical. But 
where enough are required to absorb 
that expense, the over-all cost is sur- 
prisingly small. Once the matrix is 
made, and this usually costs less that 
$25, castings can be made repeatedly 
over an indefinite period, and as 
many can be procured at once as de- 
sired or as few as will make a six 
inch line. 

Prices for casting naturally vary ac- 
cording to the point size and quantity 
ordered. Whereas three 10-point Lo- 
gotypes two inches long normally cost 
59¢ each. 500 ordered at once would 
cost only 15¢ each. Adcuts one inch 
square cost about 80c each in lots of 
six, but only 37)4c each in lots of 100 
or 200 

Adeuts can be made for printing 
in one or more colors, with register 
far truer than can be obtained by 
photo-engraving electrotyping. 
They can be made in any size from 
three points high and not more than 
% points long. to two inches high by 
five inches long. 

Adeuts may even include a rectangu- 
lar mortise 14 points square or larger, 
although this adds $12.50 to the mat- 
rix cost and 25% to the total cost. 

Sometimes, a solution to a produc- 
tion problem has been with us a long 
time, but merely has not been ade- 
quately exploited. Most good printers 
have known about the above methods 
for years. 


Sylvania Appoints Boyd 

Howard M. Boyd has been named 
sales manager of Sylvania Electric Prod- 
ucts’ parts division, Warren, Pa.. which 
he has served since 1944. 


Walberg Joins Peter Hilton 

B. M. Walberg of John Mather Lup- 
ton Co. New York, has been named 
vice-president in charge of the indus- 
trial division of Peter Hilton, Inc., New 
York agency. 
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This 
is the workmagazine 


of the Chemical 
& Process Industries 


1 & EC furnishes 
the work-material for 
the Chemical & 


Process Industries’ 


I & EC’S EDITORIAL CONTENT IS YOUR 
ASSURANCE OF ITS ADVERTISING VALUE 
Over 200 fact-packed editorial pages every month — original application data 


Chemists & Engineers 


Alcoholic Beverages 
Cement, Lime, Rock 
Chemicals 

Coke, Gas 
Equipment 
Explosives 

Fertilizers 

Food 

Glass & Refractories 
Leather-Linoleum, Oilcloth 
Metallurgical 

Oils, Fats, Soaps 
Paint, Varnish & Inks 
Paper, Pulp 
Petroleum 
Pharmaceuticals 
Plastics 

Rubber 

Storage & Dry Batteries 
Sugar 

Textiles 
Miscellaneous 


that plant chemists and engineers must have to solve their development and 
production problems. 
Because it is the foremost magazine source for 
original material, Industrial & Engineering 
Chemistry delivers a balanced circulation of the 
“hard-to-reach” technical men who make up the 
7-group buying and specifying teams within the 
21 chemical and process industries. 


Only I & EC—no other magazine in its field — offers its readers so much 
needed original application data. This is why no other publication serving 
the process industries bas such a high yearly subscription renewal rate — 
80.1% of 33,902. No 2 or 3-year subscriptions—no premiums! Every sub- 
seriber has to pay bard cash every year. 

Only I & EC —no other monthly publication in its field — offers you such 
a balanced circulation of: Officials * Works Executives * Engineers « Research 
Directors * Chemists * Consultants * Foremen and Supervisors — the 7-Group 
Buying and Specifying Team responsible for developing, changing and 
operating the processes in a multi-billion dollar market. 

In I & EC you put your product data before a balanced fact-seeking audience, 
highly receptive to your sales message. 


INDUSTRIAL & ENGINEERING CHEMISTRY 
Key to original applications 


THE AMERICAN CHEMICAL SOCIETY 
RENKOLD PUBLISHING CORP. 


West 42nd Street, ew ps. 
san seartue 
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THE 


McGRAW-HILL 
MARKET DATA BOOK Bam 


R185. 


WARKET DATA gop, 


00 


Revised to Include 
1949 Figures! 
DID YOU KNOW THAT on!) 


18 per cent of S. 

turers employ S84 per cent of 
Hlindustrial worker inal pre 

duce 8) per cent of all value 
by manutacture”’ 


THIS #5 tlw kim ofuy tothe 

minute marketing information 

you get from the new Me Craw 

Hill Market Data Hook, just 

mito meclude 1949 state 

with Metiraw 

back of 

figures like thes the pans 

taking name bv- name plant 

by-plant census of the manu 

facturing industries that makes 
these statistics reliable 


USE THEM to measure your 
market determine iles po 
tential plan your sales terri 


tories more economically! 
YOUR McGRAW MAN 
your copy of the 1949 
MeGraw-Hill Manufacturing 
Census Market Data Book 


—McGRAW-HILL 
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Send for Reprints of INDUSTRIAL MARKETING Articles 


THE FOLLOWING REPRINTS of outstanding editorial features ore offered as a special 
service to IM readers. Please send exact amount in coin, stamps or checks with reprint 
orders to THE EDITOR, INDUSTRIAL MARKETING, 100 E. Ohio St., Chicago 11, Ill. 


We cannot handle smal! credit orders. 


Publicity Can Bring Sales If You Pinpoint Your Target, by Harry W. Smith Jr., Feb. 
1950. 10c. 

What Management Can Get from Editors Associations, by Robert Newcomb ond 
Marg Sammons, Dec. 1949. 10c. 

A Bigger Audience Calls for Better Annual Reports, by Richord H. Bailey, Jon. 
1950. 10c 

Selling to Engineers? Educate Them, but by Husley Madeheim, Oct. 1949. 15¢. 
Advertising Doesn't Pay Unless You Have o Job for It, by Julian Boone, October 
1949. 

How to Use Graphs in Industrial Advertising, by L. Leonard Philips, Sept. ‘49. 10c. 
Globe-Wernicke Scraps Its Precedents with a New Marketing Plan, by W. K. 
Downing, August, 1948. 10c 

How to Get Publicity—Your Hidden Soles Asset, by Hol Burnett, August, 1948. 1 5c. 
Bock Your Sclesmen with Advertising's Fire Power, by D. F. Austin, July, 1949. 10c. 
22 Things You Should Know About Industrial Buyers, July, 1949. 10c. 

5 Steps to Finding Out Does Your Employe Magazine Pay?, by Ken M. Davee 
June, 1949. 10c 

How to Measure Results of Industrial Advertising, by William A. Marsteller, 
May, 1949. 

Guideposts for Forecasting, by Frank D. Newbury, Aug. Sept., Oct.. Nov., Dec. 
1948, Jan., 1949. $1.00 

How to Get the Meat Out of Storch Reports, by Richard L. Edsall, May, 1949, 10c 
Dustry Rides Again, by Richard B. Carland, Apr., 1949. 10c. 

16 Ways to Sell to Engineering Departments, by J. T. Bennett, Apr., ‘49. 10c. 
How to Advertise to Business Men, by Howard G. Sawyer, Nov., Dec., 1948. Part | 
of @ Series. 

How to Make External Publications Pay Of, by Harrison M. Terrell, Oct.. Nov.. 
Dec., Jon., Feb., 1948-49. 50c 

How to Plan and Pep Up Your Show Exhibit, by Kor! F. Kirchhofer, Jan., 1949. 10c 
Keep the Line Open Between Employer and Employe, by Robert Newcomb and 
Marg Sammons, May, June, July, Aug., Sept. 1948. 50c 

How Industrial Buying Is Done, by W. D. Crelley, July, 1948. 10c. 

How Advertising Agencies Con Overcome Monagement's Adverse Attitude, by 
Leo Burnett, November, 1948. 10c. 

We Went to Four-Color Inserts On a Cut Budget, by Clifford Stubbs, June, "48. 10c. 
Mockup Demonstrator Improves Salesmen's Closing Rotio, by H. W. Bluethe 
Oct., 1948. 10c. 

The Role of Advertising Today, by Allen L. Billingsley, Sept.. 1948. 10c. 
Researching the New Product, by William J. Stokes, June, Aug., 1948. 15c. 
Sending a New Heating Product to Morket, by Stuart Phillips, Sept., 1948. 10c 
Solving the Basing Point Dilemma, by Cameron Coswell, Sept., 1948. 10c. 
Guideposts for Forecasting, by Frank D. Newbury, Aug., Sept., 1948. 25c. 
Using Newspaper Advertising to Spot Industria! Buyers, by Wilhelm Ferdinand 
Aug.. 1948. 106. 

Using the Telephone to Help Mechanize Your Field Sales, by Karl F. Kirchhofer, 
May, 1948. 10e. 

Catalogs as Soles Tools, by B. M. Walberg, May, 1948. 25c. 

When Your Customers Order Spare Parts, by Raymond H. Jacobs, June, 1948, 10c. 
How Con ! Find What Type to Use? by A. Reymond Hopper, Apr., 1948. 10c, 
Techniques That Will Make Your Copy Pull—The Copy Chasers Column, Apr.. 
1948, 25c. 

How to Make “Non-Selfing™ Advertising Pay Off, by R. E. Whiting, Mar., "48. 10c. 
Market Research Combats High Distribution Costs, by Richard D. Crisp, Feb 
1948. 10c 

How to Avoid Eight Common Mistakes in Hiring Salesmen, by Burton Bigelow, 
1947. 10c 

Selling in the Buyer's Market, by L. Rohe Walter, Feb. 1948. 10c. 

Education on the Selling Line, by P. R. Willmarth, Feb.. 1948. 10c. 

LeTourneow Tells How Its Ad Compoign Is Tailored to Reach Export Markets, by 
J. G. Van de Loo, Oct. 1947. 10c, 

The Effectiveness of Repeated Advertisements, Sept.. Oct. and Nov., 1947. 7Se. 
The Economics of Industrial Advertising, by Jesse H. Neal, Sept.. 1947. 10c. 
The Orchestration of Type, by A. Raymond Hopper, Mor., 1947. 15c. 

250 Leading Advertisers in Business Publications, Feb., 1947. 25c. 

The Agency-Client Relationship, by C. E. Gischel, July, 1946. 10c. 


*12-page reprint summary of the Repeat Ad Study made under the guidance of o 
blishers. 


special steering committee of industrial advertisers, agencies and pw! 
Single copies—75 cents, 10 or more—50 cents each, 25 or more—25 cents each. 
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THE BUCKET WAS UPSIDE DOWN... 


WHEN Adam E. Armstrong put the world’s first snverted bucket 
steam trap on the market in 1911, the competitors gave 


it the horse laugh. 


Today, 24 out of 35 of those competitors are out of the 


steam trap business and 4 are dormant. Of the makes of industrial 


traps manufactured today, two recent brand preference studies 


indicate that Armstrongs are first choice of engineers 


throughout industry... by a wide margin. 


You see, Adam Armstrong didn’t believe that just to build 
a better steam trap was enough. He began advertising early and 
often. The more traps he sold, the more dollars he invested 


in advertising for future sales. And, he’s still doing it. 


Armstrong Machine Works, manufacturer of Armstrong steam 
traps and our client for 29 years knows the tangible 


dollars and cents benefits of the right kind of industrial advertising 


If you are interested in improving the efficiency of your 


industrial advertising, let us talk it over with you, 


Or 


RUSSELL T. GRAY, INC. 


205 West Wacker Drive, Chicago 6, Illinois 


Telephone CEntral 6-7750 


ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 1917 
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Producing and processing one hundred 
ind twenty billion pounds of milk an 
nually accounts for a seven billion dollar 


our nation 


service can be 


Milk Processor 


ur proatuct 
vy the Dairy 


Milk 
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st country 
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t 
t MONTHLY 


Established Since 1912 
A.B.C. Audited Since 1929 
Apr. Net Paid Circulation 8155 


Milk Plant Monthly 


327 South LaSalle Str 
Chicago 4, Hlinois 
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PRODUCT IN ACTION—Automatic molding machines for molding Plaskon's 
new Alkyd are displayed at the National Plastics Exposition in Chicago. Castings, 
still warm, could be picked up and examined by show visitors. 


Raw Material 
(Continued from Page 41) 


carried a feature story on new alkyd 
applications, and at least once a month 
a new direct mail piece was prepared 
and distributed. 

The emphasis on applications was 
carried further and bulletins on 
specific products employing Plaskon 
Alkyd were prepared in cooperation 
with particular end-users. The purpose 
was to assist end-users who had 
adopted alkyd to merchandise its use 
to their customers. Close contact was 
maintained with all known end-users 
from whom much of the basic data for 
promotional efforts were obtained. 

Last February the first of a series 
of one-page mailings, each briefly de 
scribing one particular new applica 
tion, was distributed to the trade and 
to end-users. Copies going to direct 
customers carry a note from the prod- 
uct sales merchandising 
Plaskon’s efforts to build new busi- 
ness for molders. About 20 of these 
flvers will be mailed by the end of 


manager 


the vear 

Meanwhile the company’s technical 
people were working with machine 
manufacturers to stimulate the engi 
neering of molding machines specifi- 
cally for molding alkyd. As their work 


progressed, three of the machine com- 
panies working in the field were of- 
fered a promotional package which 
includes demonstration of each of the 
machines at the 1950 National Plas- 
tics Exposition and close work by 
Plaskon with molders interested in 
installing the new equipment. 

The third phase reached a climax 
in March of this year when virtually 
every part’ molded commercially of 
alkyd was shown at the 1950 National 
Plastics Exposition at Chicago, along 
side three machines developed specifi- 
cally for molding the material ex- 
emplifying “a new concept of com- 
pression molding.” 

The net result of all these activities 
has been most gratifying to manage- 
ment. The detailed promotion plan 
and timetable drawn up in 1948 have 
been followed in detail. It has been 
necessary to make only minor modifi- 
cations in the various steps and these 
changes have been necessitated by the 
rapid acceptance of the product. 

On several occasions the time-table 
has been speeded up to keep promo- 
tion in step with actual sales develop- 
ment. The acceptance of the new ma- 
terial continues at an accelerated pace 
and it is now considered by the man- 
agement as an important stake for the 
future of the Plaskon Division. 
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Please Pardon This Once-A-Year y 
On Our Own Horn....As We Start GO 
Our 18th Year! 


Product news and information publishing started in 
MAY, 1933 


on ‘ ‘ When the news story at the left appeared in Printers’ Ink, 

. wage a Scie May 4th, 1933, it outlined the beginning of a radically new 

idea in industrial publishing service. For the first time, a 

publication would devote its editorial service entirely to 
product news and information. 


More . . . to lower the cost of advertising to all industries, 

hich the publication in tabloid newspaper format to give maximum 

tan of display to factual product advertisements in standard one- 
ninth page units. 


wth Americon 
and 


haw C 
Hill Pablishiag Company 
Offices are at 461 Eighth Ave, New York 


MAY, 1950 


Today ... two hundred issues later... with sincere thanks to 
industrial readers and odvertisers for their early and continuous 
acceptance INDUSTRIAL EQUIPMENT NEWS continues 
to outstandingly lead all publications directed to operating, engi- 
neering and production men in larger plants in all industries . . . in 
the completeness of its product news and information service and 
in the number of advertisers using it to stimulate the sale of their 
products in the general industrial market. 


@ Only $110 to $120 a month to place a factual 


description of your product before more than 60,000 Good for SELLING A a alle because 


specifiers and buyers for the larger plants in all 


industries . . . when they ore looking for their Used For 


current needs. 


DETAILS? Write for “The 1EN PLAN” 


FOUNDED 1933 


LVDUSTRIAL EQUIPMENT VEWS 


INDUSTRY'S ORIGINAL PRODUCT INFORMATION SERVICE 


THOMAS PUBLISHING COMPANY, 461 EIGHTH AVE., NEW YORK 1, N. Y. 
Boston - Chicago - Cleveland - Detroit - LosAngeles - Philadelphia - Pittsburgh 
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Advertisers 
increasingly are 
acknowledging 
The Wall Street 
Journal’s 


pulling power. 


During the ist 
quarter of 1950 
The Journal 


gained 14.60% 


in linage over 
the same period 
of 1949. 


If you advertise 
to business, 
The Wall Street 
Journal 

should head 
your list, too. 


THE WALL STREET 
JOURNAL 


44 BROAD ST., NEW YORK 
911 YOUNG ST., DALLAS 


415 BUSH ST., SAN FRANCISCO 


How to Advertise 


(Continued from Page 52) 


of the prospect, cumulative effect is 
even more important than in consum- 
er advertising where, paradoxically, 
much more attention is paid, by ad- 
vertising people, to creating that ef- 
fect. 

So, once the “clothesline” has been 
determined and the “mock-up” ad 
prepared, an outline should be made 
for a series of ads. This outline—or 
campaign “synopsis’’—should cover, 
for each ad: 

subject (or “angle” 
illustration 
headline (at least tentative) 

Lest the ad-man object that that calls 
for doing all the hard work at the 
start, let me say that he should think 
in terms of campaigns, not individual 
ads, in order to oblige the good rule 
of continuity (see below). Further- 
more, he'll find it easier, too—for, in 
the enthusiasm of creating one ad, 
he'll be “steamed up” to at least lay 
the foundation for the following ads. 


Continuity 


| have heard it said that it takes 
three and a half vears to establish an 
advertising idea—which is, ironically 
the average life of an advertising 
agency s existence on an account. 

If it is true that it does take that 
long for an idea to register, then most 
advertising campaigns are aborted at 
in early stage. 

It is important that the advertising 
man create the opportunity to point 
out to the parties who have to approve 
his recommendations that an adver 
tising plan is, as our two quoted au 
thorities mentioned at the start of this 
chapter, like an architect's drawing 
it is a plan of procedure to reach a 
known goal, and is not to be tampered 
with until the goal has been reached 
om it is decided for very good 
reasons) to alter the type of struc 
ture 

lt takes a very good reason to 
change the blueprints after a struc 
ture is half-way up. It should take an 
equally good reason to kill or revise 
an advertising campaign before its 
objec tive has been reached. 

Who is so smart that he can fore 
tell when an advertising concept shall 
have become firmly established in the 
minds of the market? Cicero didn’t 


know how long it would take to knock 
the idea of destroying Carthage into 
the minds of the Roman Senate. 
George Washington Hill didn’t know 
how long it would take the public to 
realize that tobacco experts prefer 
Lucky Strike. In fact, although Cicero 
did live to see his objective attained, 
Hill's could well be a permanent ob- 
jective, considering the fact that so 
many new prospects reach the age 
of smoking each year. 

So an advertising campaign should 
be given an opportunity to run its 
course, without interference from a 
restless ad-man or a bored client 
who are the only two parties who we 
can be sure have seen, at best, even a 
small percentage of all the ads. Cer 
tainly, no specific period should be 
set, in advance, for a campaign idea's 
life . . . and every effort should be 
made to forestall any temptation, 
twelve or any number of months 
hence, to start something new just for 
the sake of starting something new. 

On the other hand, the time may 
arrive when a change of pace becomes 
desirable .. . either for the same reason 
that a change of pace is useful to a 
pitcher in baseball or because the 
present pace is becoming stale to the 
market. 

Changing pace for tactical reasons 
can be accomplished without affecting 
either the long-range or the short-term 
strategy (see Part 20, next month) 
That is, you might alter the theme 
of the copy. the appearance of the 
ads (adding or dropping color, using 
a different space unit, ete.) or 
changing the timing of the schedule 
wtthout changing basic strategy un 
less called for by the facts of the case. 

Changing pace for  strategical 
reasons is another matter. If your 
message (not just the presentation of 
the message! has become stale, then 
you may have accomplished your ob- 
jective and it is now in order to move 
to the next step. This also will be dis 
cussed further next month. 

How to tell when a change of pace 
is called for is a problem. Surely it is 
not when the advertiser himself has 
wearied of it. Quoting the classic ex- 
ample reported by The Copy Chasers, 
there's the client who bought with 
great enthusiasm a certain campaign 
which had been submitted to him, in 
rough form, by his agency. When com- 
prehensives were submitted to him, he 
was still enthusiastic, and also when 
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GULF is a big name on the water as 
wellas on the land. Thousands who attended 
the popular 1950 Motor Boat Show at 
Grand Central Palace in New York City 
learned more about the many products and 


services offered to motor boat owners by 


the Gulf Oil Corporation. 
Of special interest to show goers was the 


Cruiseguide Service . . . featuring charts of 
inland harbors and waterways of the Eastern 
and Gulf Coasts of the U. S. 


Another example of trade show “pull” 


created by Gardner craftsmanship. 


Write for your Free copy of “Here's the 
Needle in Your Haystack” and learn 


about our versatile low-cost rental exhibit. 


3, Po, MAyflower | 9443 


N.Y, VAnderbilt 6.262 


CHICAGO 


937 W. Hastings Chicago 8, Ill, TAylor 9.4660 


810 Book Tower Bidg., Detroit 26, Mich, WOodword 2.3557 


INDUSTRIAL MARKETING, Moy 


1 
= 
q 
i 
ye 
if 
ag 
PITTSBURGH 
477 Melwood St, Pittsburgh | 
| 
ii 
pe 


TO CERAMISTS 


VIA 


CERAMIC BULLETIN 


Ceramic Bulletin — read by the men 
who create ceramic business. C. B. 
offers the advertiser the concen- 
trated attention of 5,297 ceramists. 
These men read C. B. to gain knowl- 
edge of research happenings, proc- 
esses, and methods current in the 
field. 


5297 


CIRCULATION 


By Fields: Refractories, 23°/,; White 
Wares, 22°; Glass, 22°/,; Materials 
& Equipment, 8°; Structural Clay 
Products, 7°/,; Enamels, 10°; Design, 
4°/,; Educational, 2°/,; Miscellaneous, 

By position: Ceramic Engineers, 
22.1%; Plant Mgrs. and Supt's, 
13.8°%; Research Directors, 12.6%; 
Presidents, 11.1°%; Vice-Presidents, 
7,4°,; Chemists, 4.7°/,; Student Engi- 
neers, 16.6°.; All Others, 11.7%. 


*Write for an analysis of C. circulation— 
see exactly who reeds C. 


Ceramic Bulletin 
published by the 
American Ceramic Society 
2525 N. High St., Columbus 2, Ohio 
Dept. C.B. 


he saw the first engraver’s proofs and 
final proofs. 

\ little later, publication proofs ar- 
rived upon his desk, and he called his 
agency man on the phone. “Bill, I'd 
appreciate it if you'd ask your copy 
department to dream up a new cam- 
paign for us.” 

“In heaven's name, why?” asked 
the flabbergasted account executive. 

“Well,” said the client, “I think by 
this time the public must be getting 
fed up on this campaign of ours.” 

To know when a change of pace is 
needed for purely practical reasons 
that is, when it is known that a theme 
has begun to lose interest—you can 
refer to inquiry records or Starch re- 
ports. If you don’t happen to “go 
after” inquiries in your advertising 
or if the campaign runs in publications 
which are not “Starched,” it may be 
necessary to make your own survey 
of the market's response. This can be 
done in several ways. 

One way is to carry on a continual 
samplying of the market—periodically 
querying a constant number of per- 
sons representative of the market, by 
mail, as to their reactions to your 
ads . . . whether they saw a given ad, 
whether they read it, whether they 
got anything out of it. While the re- 
sults may not have much scientific 
accuracy, at least they should be good 
enough to permit you to detect any 
violent change in response. 


Another way is to reproduce cur- 
rent ads of your own firm and com- 
petitors, and ask the market sample 
to vote on which ads it remembers, 
which it considers the most interest- 
ing and valuable, ete. In this case, 
at least, it would be necessary to re- 
main anonymous, using an independ- 
ent research organization or a “blind” 
name rather than your own. 


Still another way is to ask the 
sample questions as 


Which (of several companies) adver- 
tises (and then describe the theme of 
your own advertising)? 

Which (of several companies) do you 
consider outstanding for (and then 
mention the point vou are stressing 
in vour advertising)? 

Which (of several companies! do you 
consider offers in its advertising the 
most useful information?’ 


By maintaining a regular schedule 
of such mailings and then tracing 
the rise and fall of the score, you can 
get a pretty good idea of how well 
your campaign is faring and whether 
or not it is due for a change. 


Repeats 

Corollary to these words about con- 
tinuity is the good advice to repeat 
good ads. 

Even the most successful ad is seen 
and read by so few people at any one 
appearance that it requires many ap- 
pearances in order to work out its 
full value. And even if you believe 
an ad has already experienced its full 
readership, it may be worth repeating 
just for the purpose of picking up the 
new people who have entered the 
market since its last previous appear- 
ance. 

The familiar Lucky Strike ad show- 
ing the tobacco planter holding a huge 
tobacc o leaf, was repeated again and 
again from 1942 to 1947. Copy treat- 
ment varied slightly, but the illus- 
tration was always the same. “Seen- 
associated” scores in “Starched” is- 
sues of The Saturday Evening Post, 
Life and Colliers were consistently up 
around 60°. When repeated con- 
secutively—that is, without being in- 
terrupted by other Lucky Strike ads 

readership declined slightly, but 
when sandwiched among other ads, 
its score each time returned nearly to 
the previous level. 

A 15-line ad of a correspondent 
school ran without change, except for 
typography, for 25 years, costing a to- 
tal of $300,000 in space and produc- 
ing almost $3,000,000 in sales. 

Sherwin Cody's “Do You Make 
These Mistakes in English?” ran for 
15 years and brought in almost a 
quarter of a million inquiries. 

And a seven-line ad placed by The 
Kelsey Co. has been repeated with 
only slight changes in prices for three- 
quarters of a century and still pro- 
duces replies at about the same cost 
per inquiry. 

Obviously, only your “good” ads 
should be selected for repeats. Experi- 
ence indicates that the advertiser 
gains more by repeating ads of known 
power than he could, on the average, 
by experimenting with new ads of 
questionable power. (He saves pro- 
duction costs, too.) 


[To Be Continuep] 


Ross Roy Films to Sell Capitalism 
Ress Rey. Inc.. Detroit. has completed 
1 series of six sound slide films which 
will be sold as a package to companies 
for showing to business clubs and 
schools as a means of selling free enter- 


prise 
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TEXTILE HOUSTRIES SOUTHERN POWER 


Do Southern plants of 
Northern owned companies buy 


Yes... survey shows that 94°/, of the orders 
are placed in the South. This emphasizes 
the need of intensive Southern and South- 
western regional coverage. 


Here was a question that had been batted about 
for vears. To settle it, SOUTHERN POWER 
and INDUSTRY put it point blank to principal 
engineers and executives in 230 Southern and 
Southwestern plants of Northern parentage. 

As it turns out, we find that the lusty off- 
springs do pretty much as they please. They deter- 
mine the need. ‘They determine the make. And 
they sign the order. 

In the case of equipment and supplies for main- 
tenance and operation, 94°; of the orders are 
placed by Southern personnel. And even in the 
case of purchases for major plant expansion or 
new construction, the survey shows that 63°; of 


their own equipment and supplies? 


the orders originate within the Southern plants 

SOUTHERN POWER and INDUSTRY 
concentrates editorially on production methods, 
equipment and supplics of specific interest to the 
South and Southwest. It serves top engineering 
and management in over 10,000 industrial, utility 
and large service plants. 

As the only publication in its field edited ex- 
pressly for this area, S.P.1. naturally has wider 
readership and is more influential at the point of 
purchase. It is your best medium for selling 
Southern affiliates of Northern companics, as well 
as the thousands of native born industries in this 


tast-expanding region. 


To help you more fully evaluate 
your Southern and Southwestern 
sales opportunities write for $.P.1.'s 
compilation of new plants and mo 
jor additions. It's free. 


Southern Power and Industry 


806 Peachtree St., N. E., Atlanta 5, Ga. 
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Youll win their attention with 
easy -to-answer 


REPLY-O LETTERS 


Busy men are never too busy to answer 
REPLY-O LETTERS . and you're do- 
ing them and your sales curve a good 
turn when you do use Reply-O Letters. 
The reply is in the letter easy to 
return —no signature is necessary 


Send now jor samples and ex 
am ples of successes made more 


smccesiful by Reply-O Letter 


to the 
REPLY-O PRODUCTS CO. 


SO WEST 22nd St. NEW YORK 11 


More than 


9000 


different 
items 
moke this 
industry 


ver 
tems made of 
wood—and some of them are produced 
by numerous factories. So this Is « gigan 


the Industry, and a market In itself well 
worth cultivating, WOOD PRODUCTS is 
the wolee « the industry, ts NEWS 
paper, forum at 1 spokesma ditor 
tally Its « lation is HAND PICKED 
and more than 9 f its circulation 
reaches top management 


if you want to use THE paper tu reach 
furniture and other woodw tire plants, 
you'll cheese WOOD s' 


if It's WOOD, you could—with 
WOOD PRODUCTS! 


Send for imposing 


tliat of Subscribers 
ANDADVERTISERS. 


PRODUCTS) 


WAbeosh 2-1000 
343 S. DEARBORN, CHICAGO 4 
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Decentralize Sales Force 
Continued from Page 35) 


their entire time in productive work. 
Consequently, we require them to sub- 
mit each week a very simple report. 
This report would not take the average 
man more than 15 minutes a week to 
fill out copy of report properly, yet 
we find it gives us all information re- 
quired about the salesman’s work 
We consider our 21 branch man- 
vers a part of our general manage 
ment group and endeavor to hold 
general meetings with them at least 
once each year, when all sales matters 
ure discussed frankly, and decisions 
ue based on a majority vote. | think 
this procedure extremely important, 
for if the branch managers have a 
direct part in each decision affecting 
their work, they are sold on the con- 
clusions reached and have no reserva- 


tions when contacting customers. 


Visit Home Office 


In addition to these annual meet- 
ings, we have frequent visits by our 
branch managers at the home office, 
as they do not hesitate to come to 
headquarters for advice. Through this 
system, we establish a relationship of 
mutual confidence. Each manager be- 
comes so indoctrinated in the com- 
pany's philosophy and his position as 
a part of management, that he is 
bound to carry on his local business 


cerned, 


» the mutual advantage of all con- 


lo me, it seems ridiculous for a 
headquarters sales executive in an 
eastern city to direct the daily life of 
a salesman in a remote western ter- 
ritery The most favorable place to 
make decisions is at the point of sale, 
ind no marketing executive, In my 
opinion, has broad enough scope or 
vision to render sound decisions daily 
in all places his sales force operates. 

1 believe the day of directing all 
details of the job to be done is over. 
In its place, you must create in the 
individual salesman a desire to do a 
commendable job, by the rather simple 
means of creating an environment that 
will make him like his job and have, 
as his one ambition, an above-aver 
ize performance—which gives him 
the eligibility of advancing to a high- 
er position. 

Many who will say, “Why, we fol- 
Without a 


doubt, in some cases the statement 


low the same procedure.” 


would be true. However, there is a 
vast difference between decentralized 
control, as conceived by a_head- 
quarters staff, and the actual practice 
thereof. 

When you, as sales manager, are 
dealing daily with a group whose 
personalities and methods of work 
are different, one from the other, vou 
are inclined to gradually assume a 
position of issuing instructions to 
those whom you feel are not perform- 
ing as you think they should. It takes 
considerable restraint on the part of 
the sales executive to keep from so 
doing. 

But, he must practice tolerance, and 
grant each man in his force the right 
to solve the problem, or meet the 
situation, by his own method, in or 
der to get the full value inherent in 
decentralized sales control. 

It is evident that certain sales man- 
agers are still of the opinion that 
their sales force will operate in strict 
accordance with their instructions. 

Well trained salesmen develop with- 
in themselves a_ self-reliance and 
initiative which enables them to meet 
the varying situations at the point of 
sale. When they are minutely directed 
by a sales executive, they develop a 
form of dual operahon one involved 
in keeping the sales executive sold that 
they are following his instructions, 
and the other, doing as their training 
dictates in meeting the immediate 
problems. 


Their Own Judgment 


Obviously, when they are forced 
to do a dual selling job, their pro- 
ductivity is reduced. For my part, I 
would much prefer that they have the 
privilege and right to use their own 
judgment, and thus put their entire 
effort into selling the customer. 

You might question whether this 
condition exists in your own sales 
group. | cannot answer you. I do, how- 
ever, know that it does occur for I 
was once a salesman. 

Decentralization of sales control, 
to my mind, tends to build men and 
thereby make them more effective on 
the job. By the same reasoning, I be- 
lieve it tends to provide a source of 
better future supervisors and man- 
agers. It need not detract from sales 
management's ability to guide a com- 
pany’s marketing activity. In general, 
it should tend to provide a stronger 
sales force and a more effective one. 
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al instrument 
Micromanipulator 
Dialkyl Cyanamides 
Radiation Counter Tubes 
Steel Analysis 
Combustibles Recorder 
Geiger-Muller Scaler 
Nitrogen Determination 
Platinum Crucibles & Dishes 
Carbon & Sulfur Determination 
Radiation Pyrometry 
Viscosity Control 
Titration Unit 
Laboratory Water 
Flue Gas Analyzer 
Chemicals 
Flotation 
Films & Plates 
Metal Analysis Instruments 


Monochromator 
infrared Spectrophotometer 
Automatic Pipets 
Recording-Spectroradiometer 
Temperature Indicators 
Water Hardness Determination 
Liquid Hydrogen Containers 
Nuclear Instrumentation 
Polarimeter 
Water Alkalinity Test Paper 
Laboratory Apparatus 
Moistureproof Glass 
Electrodes 
Photoelectric Colorimeter 
Flexible Wash Bottle 
Infrared Analyzer 
Chromium Compounds 
Geiger Counter 
Beta, Gamma Monitor 
Balance Scoop & 
Counterweight 


Note: Major interest is in instruments, some small, many large. 


Market Profile of ANALYTICAL CHEMISTRY 


Pressure Control 

Flame Photometer 

Photometer 

Ultra-Violet Chromatographic 
Analyzer 

Robomatic Refractometer 

Paraffin Tissue Section Bath 

Thermometers 

Precision Balances 

Petri-Dish Holder 

Heating Jackets 

Pint-Sized Filter 

Water Purity indicators 

Polarography 

Glassware Protector 

Beta-Gamma Survey Meter 

Analytical Balance 


Here are the diversified buying interests indicated by a 
few of the product inquiries from Analytical Chemistry’s 
Industrial Literature Section and New Products Section. 


One half of the instrument inquiries came from chemists 
and chief chemists. 


The other half of the inquiries were well distributed 
among: Company Officials - Works Executives - 
Superintendents - Foremen & Supervisors + Chemical 
Engineers - Research Directors + Consultants 


AWALYTICAL 
CHEMISTRY 


ANALYTICAL CHEMISTRY 


Published by: THE AMERICAN CHEMICAL SOCIETY 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


NEW YORK - CHICAGO 
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330 West 42nd Street, New York 18, N. Y. 
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Here is the basic reference for any executive who is 
planning an industrial advertising campaign — the 
MARKET DATA BOOK issue of Industrial Marketing. 
At your fingertips, it gives you these five important 
services: (1) Complete, detailed facts on eighty-four 
distinct trade and industrial markets. (2) Format 
rates and circulations of all the business papers 
serving the U. S. and Canada. (3) Special media 
presentations prepared by leading business papers 
to assist you in evaluating them for your purposes. 


7950 INDUSTRIAL 


MEDIA DATA IN 1950 


Page 


Abernethy Publ. Ine at 
Advertising Age . 3-38 
Aeronautionl Engineering Catates 78 
Acronautical Engineering Review 7 
American Artisan 30-5! 
American Automobile (Overseas 
Edition) 228-229 
American Aviation BO 
American Aviation Daily BO 
American Aviation tne. . 80 
American Aviation Werld.W 
Directory 
American Bultder 100 
American Butter & Cheese Review 
American Carberater & Gottier 
American Ceramic Society. The 
American Ceramic Society Bulletio 137 
American Chemical Society News 40-14) 
American Chemical Seciety 
' 


Amortena 224 
American H 
American of Electrical 
Engineer 
American Lombernce 
Products Merehandiser 
Metal Market 
Review 
Miller and 
Restaurert Megazire 
Society of Civil Engineers 
Water Works Association 
Anatytical Chemistry 
Meat Packers Gride 
Applied Hyérautics 
Architectural Ferum. vee 
Architectural Reeerd 116-117 
Armed Force 4 
Associated 217 
Automotive News 


Bedding 

Bramsen Publishing Co 
Breshin Publishing Corp 
Brewers Digest. The 
Building Supply News 


Camines Callies 
Buyers’ Dirsetery 
Merchandising 


Capoer’s Farmer 
Case. Shepperd. Mann Publ. Corp 


LOOK FOR THIS EMBLEM Dana 
mie 

. in the advertisement of business publico- 
tion . . . means thot the publication hes filed, in MARKETING S) . 
the INDUSTRIAL MARKET DATA BOOK Number Com 
detailed facts regarding its editorial services, circu 
lotion, influence, market studies, ete. ond this will Marxer Data Conover. Mast Pebtications 
be fownd adjacent to dota on the market served. Boox Numser 
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THE FIRST PLACE LOOK 
PLANNING ADVERTISING 


(4) Digests of additional special market data avail- 
able from publishers. (5) Lists of trade associations 

which further information and help can be 
secured as desired. 


If you already know your markets, and wish to re- 
check media values, here you will find the facts. 
If you are seeking new markets, here you will find 
the data you need — the latest figures from the 
Census of Manufactures, and the newest informa- 


tion on trade channels from the Census of Business. 
plus interpretation of these figures in the light of 
latest reports from business publications and trade 
associations. 


All told. it has proved to be one of the most effi- 
cient working tools in industrial selling and adver 
tising, so use it yourseli—and make sure it is 
available to everyone in your organization who has 
to work with facts and figures on markets and media. 


MARKET DATA BOOK 


EDITION AVAILABLE ON THE FOLLOWING PUBLICATIONS: 


industria Seldadura 
industrial tien 


4 


Construction Bulletin 
Construction Digest 
Censtructioneer 

Const: uction Monthly 
Constructor 

Contrarters aa Monthly 
Cosgrove Publishing Ce. 483 tndustriai 
Cotten Gin and on Milt Press, The (pdustrial 
trdustrial 
tadustriel 


Chem 


Mairtewance 
Marketing . 


ros 
ladustrial Publications ine. 
industrial Publishing Co. 
industry & wore 
tedustry & Weiding 
Internacional 


Dairy trdustries Catales . 
Die Castin 
Dixie Contractor 


erring 

Engineering Catalog internacional 
Printer, The 
Institute of the Awenauties! 

Sevences 
of Radie Engineers 
Institutions Catatee ireetery 
lastitutions Magazine 
testruments 


El Automevit Americane 
Exportader Americans 


Jehasten Export Publishing Ce. 
Jourral of American Chemical 


lety 
Jourcal of American Water Works 
‘Ace’ 
Education 147 
46-47, 30-51 


Journal of Chemical 


Keeney Publishing Co 
Kenfield-Oavis Publ. 
King Publications . 221, 


Leathe Shee 
Leyiess Publ. Ce. 
Publishing Ca 


' 
Expertader Americans 


Factory Management & Maintenance 
Between 336 
Ferm implement News 
Machine Design 
Machinery 
Mactean. Hunter Publ. Corp 
128, 133, 143 
324 


Finishing Publications, tne 
Fire Engirrering 


Florists’ Telegraph ODetivery 
Flew MacRar's Bive Book 
Flew Directory Manrutacturing Certectioner, The 
Catalogs Contectionar ‘Pubi Ce... 
Engineering & Shipping 

Publications. tne. Review 
& Of Heat 
Furtelt & On Buyer's Guide and 

industry Direct 


Gillette Publishing Ce. 
Gol'dom 
Gussew Publications, tne 
Haywood Publ 
46-47 Michigan Contrecter & Builder 
Mid-West Contractor 
Cwest Agent, The 
wink Th 
Plant Monthty 
& Factery 


58-59 
294-295, 357 


Catategs ose Reads and Streets 
Miring Engineering eses Products 
Valley Contractor Reeling Year 
Handling 

Seheot Executive, The 
enine Ensincering 


National Butter & Cheese 
ow . . 
National Engineer 
Rational Publ 
National Miller Publ 
Natieral Petroleum News 
National Previsioner 
National 

New Engiend Constr vetion 

New Engiasd Equipment Digest 


Co., tne. 
leations 


Manufacturer 
Builder & Contracter 


Record 

Sweet's File, Arebitectural, 
Bultders Engineering . 

Mechanical 
tedustr 

Sweet's Fite ter Power Plants 

Sweet's File, Process Industries 

Sweet's File, Preduct Designvers 


Packaging Parsde 

Paramerican Pubtich Ge. 

Paper & Pulp Mit 

Paver industry and 

ne 

Paper MIN News 

Perton Publishing Ce. 

Petroleum Preeessing 

Petreteum Publishers. 

Pharmacy international 

Pi & Quarry 

Pit & Quarry 
oer 


321, 371, Tere 
399) Textile 
tne. Textile 
Tertites 


hing Co 
Register of American 

utecturers 

Wertd 
Supoly News 


Ureer-Barry Co 
Utilization 
is) Vance Publishing Co. . +13, 254, 
Production Engineering & 
Marncement 
Prooressive Arehitecture 
Purchasi 


Water & Works 
Water Werks Engineering 
Welding Engineer 
insert Between 476- 

Bu'ider 2) 

Construction News 

ledustry 

Newspapa@ Union 


Wood 
Weedwerters Reporter 
Wertd Construction 


Qualified Contracter 


43, 444 
“3, 4 
44 Yacht 


ne 
Vaehting 
140-141, 185 Your Bust 


Mechanical Engineer 
Purchaves Stores 


wey Sie J 
teeration ladustry 


. The Publishing Carp. 
Reinhold Publ. Ce. 108, one 
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1950 FORECAST 


For Constructioneer Territory 


... During 1950 almost 2), billion dollars will be spent in 
the five state territory blanketed by Constructioneer—an 
increase of approximately 25° over 1949 figures .. . 

In PENNSYLVANIA the eastern extension of the 
Turnpike will be completed and contracts will be let for 
The Schuylkill River clean-up 
will continu The Penn-Lincoln Parkway and the 
Schuylkill Expressway in Philadelphia will get underway 


the western extension . 


.. Millions of dollars are appropriated for regular road 
.. In NEW YORK 


work on the 475 mile Thruway will continue and work 


maintenance and new construction . 


on the Palisades Interstate Parkway will get underway . . . 
Multi-million dollar programs are scheduled for major 
airport improvements, tunnels and subways . . . Construe- 
tion of water reservoirs and public building will hit a new 
high In NEW JERSEY the new $230 million dollar 
Turnpike, the Trenton Freeway and Palisades Parkway 
are headliners in a tremendous road construction program 
with many other projects in the picture ... In MARY- 
LAND 1950 will be the second year in the states $200,000,- 
(0 highway development program with construction 
scheduled on hundreds of miles of express highways, 
bridges and other projects . In DELAWARE work on 
the Memorial Bridge will continue and almost $20,000,000 
m road and bridge work I~ planned ees 

And the above jobs are just the big ones! Countless 


smaller projects will also be scheduled ... Put your ad- 


vertising dollars to work in the area where over 25° of 


the nation’s construction work will be in progress! 


CONSTRUCTIONEER 
556 HIGH STREET — NEWARK, N. J. 


Member: NBP, ACP and CCA 


Constructioneer 


Werk ia Mew Tork, Mew Jersey, Merylend end Delewere 


For Up-to-the-Minute Market and Media Data 
use your 


new 1950 edition of the 


MARKET DATA NUMBER, 
INDUSTRIAL MARKETING 


Market Potentials 


(Continued trom Page 65) 


ly exceeds the sales the company has 
an opportunity to increase its sales. 
The comparison figures for industries 
will show whether the company has 
fully penetrated its markets or whether 
there are industries which would re 
spond to greater sales effort. If the 
company markets regionally only, the 
method can be adapted to that basis. 

Another very direct and practical 
way to determine market potential is 
the area sales test, by selecting an 
area, developing a list of all possible 
prospects in the area and sending 
salesmen to each. If the salesmen keep 
records of all users and an estimate 
of their consumption, regardless of 
whether the prospects buy, a rough 
potential can be arrived at. This 
method will also increase sales within 
the area and will develop a practical 
yardstick of the total percentage of 
business you can do when exerting 
maximum sales effort. 

The cross section survey is another 
direct approach. Select at random a 
cross section of the United States and 
determine by survey within the cross 
section what proportion of the total 
purchases of your type of product you 
have secured. Then, knowing vour 
own total sales figures, you can use 
the sample survey as a basis for es 
timating the total potential market for 
your product. This estimate can then 
be broken down into territories in ac 
cordance with your sales distribution. 

Manufacturers selling to industry 
have found that a complete census of 
users among the larger plants prob 
ably is the most useful method of ce 
termining potentials. They can de 
velop by this means a good statistical 
appraisal of the extent of the market 
for their products and, even more in 
portant, they can direct their salesmen 
to the individual plants which repre 
sent the greatest pote ntial for the 
products. 

The great advantage of the census 
method of determining potentials is 
that the results are based on a plant by 
plant count, not on estimates or pro 
jections. A certain steel manufacturer 
recently had a survey made to de velop 
1 complete list of prospects in one 
state. There were 73 plants on his 
prospect list \ complete census 
showed that there were 365 potential 
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BUSINESS REPLY CARD 


First Clem Permit No, %5, Sec. 510, 7. & R., Chicago, 


510 511 
INDUSTRIAL MARKETING 


200 East Illinois Street 


Chicago 11, ill. 


Nete: inquiries for tems listed net serviced beyond August 15, 1950 
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501 ON READERS’ SERVICE 


a 
501—How To Reduce 
Tail i 
H | 
prod 
mino HE 
lusetr : 
mark 
“Cc” : 
also 
ent Hi 
for 
502—A Movie 
On Call 
Film Counselors, Inc., N 
‘or business inc 
is avail i 
company not prod 
accept commissions from 
distributors. A six-page 1 
gives complete information. 
CIRCLE 502 ON READERS’ S kg 
3 503—20 Ways To Be @ 
Machinery offers a 60- 
carrying reprints of 20 « 
nard Lester, well known 
consultant. Chapter titles ix 
Te Find Potential Busi & 
with the Men in Custom j 
Customere—The Sales Engi 
vertising — Entertaining C 
4 Visual Aids in Selling Mach 
j to read this booklet from co 2 as 
| CIRCLE 503 ON READERS" SE a 
504—Vacation Sc 
} mt New York and Se. Louis of if 
but useful vacation schedule 
will give you a quick, accura 
i “who is going to be gone w 3 Hee 
CIRCLE 504 ON READERS' SE 
505—How General Ele 
Uses Business 
General Electric Co. is 
4 largest users of bu 
publicat 
and why the compan 
vertising is effectivel 
d Smith, G. E. manag 
ing and sales pros | 
Publishing Co. The material | 
‘ee ly presented by Mr. Smith in wy; 
a meeting of the Associated 


booklet decalcomania 
can be 
used. 


CIRCLE 510 ON READERS’ SERVICE CARD 


511—How To Set Up A Prospect 
Follow-up System 


Remington Rand, Inc., oe York of- 
fers a four-page “Singlified 


requires only a minimum of time for 
checki and posting. It's designed to 

-4 managers develop, direct and 
concentrate sales effort in order to an- 
alyse prospects, cut cost per sale and in- 
crease total sales. 


CIRCLE 511 ON READERS’ SERVICE CARD 


512—Folkiore Tales 
Of Industrial Advertising 


glings of fact and fancy that have re- 
sulted in many “firmly-held convictions” 
which may have little, if any, basis of 


fact. A 24-page booklet carries six “tales.” 
Typical titles: Inquiry producing 

trial magazines are not good mediums for 
prestige building advertising—Of course, 
this magazine won't produce so much re- 
sponse, but we can prove .. . —Oh yes, 
pages will de a fine job in these inquiry 
producing magazines, but in our publi- 
cation you should use larger space. 


CIRCLE 512 ON READERS’ SERVICE CARD 


513—How Slide Charts 
Can Increase Your Sales 


Have you considered using slide-charts 
im your advertising and promotion pro- 
has d di its book- 
let, “7 Ways To ene ad and Cut 
Sales Costs.” 48-page pocket-size 
booklet suggests more than 90 uses for 
slide charts. Case stories from 40 users 


offer ideas that you can apply to your 
own situation. Slide charts can do all 
kinds of tricks, at a price of from 2 to 
30c each. 


CIRCLE 513 ON READERS’ SERVICE CARD 


514—Survey of Lumber, Building 
Material Dealers Selling Paint 
and Allied Products 

Building ly News sent question- 
naires to 4821 lumber and building ma- 
terial dealers—received replies from 982 
who answered 13 questions each. Typical 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 510, P. L. & R., Chicago, fil. 


Readers’ Service Dept. 
INDUSTRIAL MARKETING 


200 East Illinois Street 
Chicago 11, Ill. 
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Readers’ Service Dept., INDUSTRIAL MARKETING 5005 
Please send me the following research and media data: 
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products annually—that two- 
thirds of them are located in towns of 
less than 25,000. 


CIRCLE 514 ON READERS’ SERVICE CARD 


515—Progress in Preparing 
Annual Reports For Stockholders 


Many improvements in the technique 
of handling relations with sockholders 
have come in the last 10 years—and as 
corporation management expands its 
interest in investors, these gains will con- 
tinue in the years ahead. Financial World 
offers reprints of a feature article, “The 

in Stockholder Relations,” which 
tells what has been accomplished, and 
what should be accomplished in the fu- 
ture. 


CIRCLE 515 ON READERS’ SERVICE CARD 
516—Help for Sales Managers 


Desired i 
all can be ordered from the AMA. 
CIRCLE 516 ON READERS’ SERVICE CARD 


‘eq USE THESE RETURN 
CARDS FOR PUBLICATIONS 
MENTIONED ON THIS PAGE 

These handy return cards will 
save you time and help you get 
facts to aid in your market plan- 
ning. Use them today! Indus- 
trial Marketing's fact - packed 
advertising pages contain clues 
to more efficient marketing of 
your products. Check these 
pages now. When you write IM 
advertisers mention Industrial 
Marketing. Or use these cards 
to get booklets offered in IM's 
advertising pages. 


| SEND FOR THESE MARKETING AIDS 4 
Co., Chicago, shows how to make new questions: (1) What methods do you use ti 
customers, remind old customers of your in merchandising paint and allied lines? ; 
[ company's product by using colorful, (2) De your customers have pro- , 
durable decals. Well-illusrated color nounced brand preferences Ay 
. paint and allied lines? (3) If you do not 3 
carry paint, are you seriously considering i cit 
it? (4) What is average inventory? ae 
ing material dealers sell approximately 
0,000,000 worth of paint and allied : 
| 
follow-up visible record systems. The 
plan offers a day-to-day and week-to- 
week working plan of sales strategy that i 
| t 
industrial adverti developed 
Do you have trouble with pricing? ; 
ss Does your sales force need reorganiza- 
: tion? How about better packaging for 
j your product, and more value from your b 
1 business letters? Here’s a booklet pub- : 
lished by the American Management 4" 
i Ne Postage Association listing available articles on ay 
Stamp Necessary : 
ll if Mailed im the 
United States 


customers for him in that state. In 


other words, his list was only 20% 
omplete. 

The so-called recognition survey 
which attempts to develop the prefer- 


ence of potential customers for partic- now offers 


ular manufacturers or brands is 
dication of the share of the market 
they can expeet to control, Certified Controlled Readership 
field contacts with distributors will 
show the amount of business done in a 


particular line and the proportion Every paid subscriber to GAS pays 
going to various manufacturers. the full subscription price. In Decem- 
ber 1945 GAS showed an average total net paid of 2698*, in 
December 1949 paid subscribers totalled 2991. 


*ABC Publisher's Statement 


Surveys of undeveloped potentials 


ean be used by manufacturers who | 


feel that there is an undeveloped po- 


tential either for new products or for Controlled Circulation Forty leading manufacturers who 


products already in their lines. have been selling the gas industry 
The value of establishing market _ for years, provide us at frequent 
' intervals with their confidential lists of executives they contact 
potentials are numerous. They enable and on whom their salesmen call. Executives not already in- 
a manufacturer to establish an effec- cluded in our paid or controlled lists are added to receive GAS 
each month. Every name on the GAS directed list was supplied 
by these forty manufacturers. Every name is a man of im- 
the areas where competitive condi portance in the selection of products for his company. 
tons, transportation costs or type of 


makes selling unprofitable ; 100°% proof that GAS is read by the 
to adjust quotas in each territory ac- people who are qualified to buy your 
cording to the consumption of prod products.. here is how the plan 
works: 


tive sales control system; to determine 


ucts by particular industries; to re- 


align territories to actual market con 6 2. 
roppe 
basis of objective data; to convince questions — 
A. Are you finding GAS wsetul? 
ves No 


salesmen or distributors of the po- This querentecs te the edverticer 
B. De you wish te continue receiving 100%) lwe circulation — corculetion 
Gas? Yes Ne free of unread copres—and tree of 
deadwood im the shape of copies go 

profitable calls: and to uncover all Non Readers are Eliminated ing to those who hove left the field 


worthwhile prospects. 94.7% VERIFIED READERSHIP REVEALED BY SURVEY OF 
It has been our experience in ap TYPICAL INDUSTRIAL AREA — PITTSBURGH, PENNA. 


tential in their territories; to concen 
trate sales effort and eliminate un 


4 trolled subscriptions in the area, 


plving the McGraw-Hill census to our Verified Readership 


own problems that a complete rated of Controlled 


is basic to a knowledge of markets 88.1 


and to industrial sales control. We — _ 


list of the larger manufacturing plants Circulation an tanger with 
| fistribut 


have also found it more than worth Verified Readershiy 
while to share our findings and to help areteneees | 

00.0 | 
apply them to the sales and marketing = | 


problems of other companies TOTAL SUBSCRIPTIONS IN PITTSBURGH 95 


Verified Readership 94.7% 


Automatic Names Kline 


Lawrence J. Kline, former executive Total Circulation more than 7000 


vice-president of Mercury Mig. Co. monthly... More Circulation than 
Chicago, has been appointed sales man 
ager for Automatic Transportation Co.. any other gas industry publication 


Automatic Div.. Chicago For maximum results, schedule GAS 


National Electric Names Bennett \ 


National Electric Products Corp. 

Pittsburgh, has appointed Robert ¢ A JENKINS PUBLICATION 
Bennett. Jr.. as new vice-president and : 
NEW YORK CHICAGO TULSA 
1) West 42nd 1064 Peoples Gos Bidg 1341 Boston 
Crichering 4.1939 WAbesh 2-2569 Phone 2-2414 


~ales manager 

Torkel Gundel Moves Office 
Torkel Gundel agency has moved to GAS is a companion publication to Butane-Propane News 

110 S. Dearborn St.. Chicago. New 

telephone number is DEarborn 2.5446 
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ABP Names Advertising Awards Winners 


Lists 6 Do's and Don't's 
of Industrial Exporting 


New York-—Six do's and don't’s of 
overseas industrial selling were listed by 
the Honorable Alexander G. Geddes, 
sales director, Brush Electrical Engi 
neering Group of Companies, and man 
aging director, Associated British Oil 
Engines, London, at a monthly meeting 
of the Sales Executives Club. 

The do's 

1. Be sure you want strongly to ex 
pert, or don't de it. You will not succeed 
unless you study each individual na 
tion's market more carefully than your 
home markets. Your competitors will in 
clude the Japs and Germans, who “are 
being greatly helped by your and our 
governments to take the trousers off both 
of us.” 

2. “Love your agent as a brother 
Give him much help. A small order to 
you may be big to him. Be patient and 
build your relationship over the years.” 
‘. “Be tactful and diplomatic. The 
patient drinking of endless little cups 


of coffee is the only route to overseas 


Yale & Towne Begins New 
Distributor Sales Clinics 


New Believing that distrib 
uteor salesmen need education for 
more productive selling the Philadel 
phia division of the Yale & Towne Mig 


| manufacturer of materials han 


dling equipment, has launched the first 
ofa serves of intensive day sales 
clintes for distributors’ salesmen 


The plan calls for similar clinies in 
all of the company’s major distributing 
centers throughout th remainder of 
the wear The plan provides a back 


gtreund of product tacts and practwal 


application nlormation niended te 
give distributers salesmen contidence 
to de a more effective selling job. It is 
built around the newest electric heist 


in the Yale line. the Load King wire 
rope eloetric 

\ «ales engineer from the « pany « 
main office and its field representative 


im a distributer. territery puts on a 


one-day program at a place selected by 


success in the field of large contracts 

The don't’s 

1. “Don't bribe. Besides being con- 
trary to Western ethics, it doesn’t pay 
in the long run. 

2. “Don't promise deliveries you know 
you cannot keep. Americans have earned 
a bad name for this in recent years. 

“Don't offer performances unat- 
tainable in practice. You will do it only 


once 


American Business Will Spend 
About | 1°, Less in 1950, Says SEC 

Expenditures for plant and equipment 
in 1950 will fall about 11% under last 
year's $18.1 billion, according to a sur- 
vey of capital outlays made by the Se- 
curities & Exchange Commission and the 
Department of Commerce. 

Money spent in the first half of this 
year is expec ted to drop 8% and in the 
second half 14° compared with the 
corresponding periods in 1949. Actual 
decline for the second half of this year 
may be smaller than indicated, since 
some companies tend to underestimate 
long term plant and equipment expen- 


ditures 


YALE ELECTR sececton 


— -—-~ 


Y & T's new hoist selector. 


the distributer, usually a hotel. 
‘rogram opens with a short talk 


on the company’s position in the hoist 
business and on sales opportunities 
This is followed by a brief presentation 
of the company s new hoist to introduce 


1 movie portraying the quality, adapt 


Continued on Page 129) 


Honors 33 Advertisers 
in Merchandising Papers 


New York—First awards have been 
presented to seven advertisers and their 
agencies by Associated Business Publica- 
tions for excellence of advertising cam- 
paigns in merchandising publications 
in 1949, 

In addition, 26 other advertisers and 
their agencies received awards of merit. 
Awards were presented by James G. 
Lyne, chairman of the board of ABP and 
president, Simmons-Boardman Publish- 
ing Corp., at a luncheon here. 

Entries in the industrial division of 
the competition were judged in St. Louis, 
May 2. and winners will be announced 
in the June issue of INDUSTRIAL 
MARKETING 

Winners were chosen from 270 entries, 
selected by a panel of 13 judges. Panel 
chairman Floyd L. Triggs, advertising 
manager, Riegel Paper & Textile Corp., 
said that ads were judged by “a single 
cold impersonal standard: will it sell? 
We found that only nine winners were 
cleverly modern or even modernistic; 13 
ads were highly professional but rather 
conservative; six were what we decided 
to call ‘upper-class buckeye’ in format, 
and five ads were genuine 100% buck 
eve. In other words, our udges believed 
that you don’t have to go out and copy 
the latest advertising fad in order to sell 
goede.” 

First award winners were 

Borden Co New York, handled by 
Young & Rubicam: Florida Citrus Com- 
mission, Lakeland, Fla., handled by Ben- 
ton & Powles; Gay Fad Studios, Lancaster 
O., no agency Montrose Worsted Mills, 
Granby, Que., handled by Harold F. Stan- 
field Ltd.; Owens-Corning Fiberglas Corp., 
textile products di‘ York, 
handled by Fuller & Smi Rosen- 
stein Bros. New York, handled by Lan- 
caster Advertising 3 
ti-freeze section, E. 1. du Pont de Nemours 
* Co., Wilmington, Del., handled by Bat- 
ten, Barton, Durstine & Osborn 

Awards of merit for advertising to in 
troduce new products or new packaging 
were made to E. L. Bruce C Memphis 


General Electric Co 
nt Pit 

& Bo s 
West Springfield, Mass., 
handied by McCann-Erickson and = Mil- 
print Inc handied by Jim 


i dvertising to sell 
product features and give product informa 


tion went to: Armstrong Cork Cx shoe 
products divistor handled 
by Batten, Bartor Osborn 


division, Wilmingt handied by 
BBDO; and General Motors Corp., Frigid 
sire division, Dayton, handled by Foote, 
Cone & Belding 
For advertising employing catalog type 
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MODERN PLASTICS Magazine with its 
A8C-audited distribution of 19,856—Cov- 
ering not only the plastics industry, bet 
else the major buying influences in other 
industries where plastics are being used 
in increasing volume—has the highest paid 
circulation and carries more editorial ond 
advertising pages then all other publice- 
tions in the field combined. 


f 
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The Expanding plastics industry—-busy making and using 
more of its own basic materials than ever before 
— may be a rich market for your product or services. 


We'll be glad to investigate your sales potential in it. 


A BRESKIN PUBLICATION 


MODERN PLASTICS 


MAGAZINE 
122-L East 42nd Street + New York 17, N. ad 


| plastics consumo 
Set New peak 49 
an the nites atate> for 4942 
| pounds was rise of 18 per 
\ cent overt 4948 \eve! and more 
50 pet cent overt 4946, cne iar 
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FOR PRINTING 


R.C.S. Serving the 
Graphic Arts with an 
All-Round Production 
Service — Photostats, 
Photography, Offset 
Printing. 


RAPID COPY SERVICE, INC. 


(123 N WACKER DRIVE CHICAGO 6 
Write of ‘phoma ‘State 2-5977 


TELLS YOU HOW TO 
PREPARE ART AND COPY 
FOR OFFSET PRINTING 


How to scale pictures quickly for 
offset reproduction? How to sepa- 
rate for color the simpliest way? 
How to use copy sheets for speedy 
layout and arrangement? This help- 
ful book gives you many hints that 
will save you time and money—it's 
a book we've built for you out of 
our many years of experience. 


Gives you 
GREATEST 
STEEL MILL 


COVERAGE 


WHEN STEEL MEN ARE 
IN A BUYING MOOD! 


SEPTEMBER 26, 27, 28, 29, 


PRE-CONVENTION ISSUE SEPT. 11 
FOR MARKET DATA AND RATES WRITE— 


ASSOCIATION of IRON and STEEL ENGINEERS 


The Iron and Steel Daily News 
will be published again this 
year during the Iron and Steel 
Engineers Convention and Ex- 
position. The Pre-Convention 
and four daily issues are" must” 
reading for every man in a 
supervisory capacity. You can 
reach this great concentration 
of steel industry buying power 
through the advertising pages 
ot one or more issues. 


PITTSBURGH 22, PA. 


copy, presenting complete line with de 
tails on packing, sizes, weight, warehouses, 
etc.: Edward Gross Co., New York, handled 
vy J. Andrew Squires Advertising Mono 
watt Inc. Providence, handled by Horton 
Noyes Co., Revere Copper & Brass Inc., 
Rome, N. Y.. handled by St. Georges & 
Keyes; and Startex Mills, Startex, 5. C. 
handled by Roberts & Reimers 

For advertising linking merchandise with 
seasonal promotions: Cannon Mills Inc., 
New York, handled by N. W. Ayer & Son 
General Foods Corp. Log Cabin syrup, 
New York, handled by Benton & Bowles 
Oregon-Washington-California Pear Bu 
Portiand, Ore handied by Pacific 

Advertising Agency 
rtising to describe and induce 
o us sales promotional aids 
ilo Mfg. Co Buffalo, handled by 
» Nemours & Co 
handled 


Barci 
BBDO; E. I. du 
finishes division 


Conn... handled by James Thomas Chirurg 
T Instr Cos Rochester 


chandise consu 
mer ac rtising to the trade Cannon 
Mills In New York, handled by Young & 
Rubicam: Kleinert’s, New York, handled 
by Grey Advertising Agency: Libbey Glass 

vision of Owens-Ilino Glass Co., To 
led handled by J. Walter Thompson 
Nicholson File Co., Providence, handled 
by N. W. Ayer & Son 

For miscellaneous advertising of an in 
stitutional or general nature, including 
sales training, endorsements policy an 
nouncements, etc.: Century Ribbon Mills 
New York, handled by S. R. Leon Co 
E. I. du Pont de Nemours & C rayon 
division, Wilmington, handled by BBDO 
General Foods Corp.. General Food Sales 
Division, New York, handled by Young & 
Rubicam: Koppers Co., Pittsburgh, handled 
by BBDO 


"Social Lubrication’ Is 
Need of Salesmen: Sadler 


Cuicaco—Three prerequisites of the 
good salesman are “personal drive. so- 
cial lubrication and emotional control,” 
William S. Sadler, Jr.. Sadler & Assoc.. 
personnel management counsel, told 
members of the new t. £. Club of Chi- 
cago at its second monthly meeting. 

He defined these 

Personal drive is the sum of guts and 
planning. If you as a salesman are tired. 
your metabolism may be low or your 
martinis numerous. What do vou do? 
Plan a full work day and carry it 
through. Pretend you have drive and if 
you pretend long enough, you will ac- 
quire it. 

Social lubrication is what keeps your 
drive from being dissipated. It requires 
il) understanding of vour prospect 
which is seeing the proposition through 
his eves, (2) affability—finding some 
genuine good in the fellow you don’t 
like, (3) cordialitv, which can start 
with a smile and cheerful greeting and 
end with a sincere compliment—not 
flattery 

Emotional control is a combination 
of (1) poise, absence of personal quirks 
(do you blink, pick your nose, etc.?), 
(2) fair mindedness—refusing to sell 
something to your prospect that’s not 
right for him (you sometimes get four 
orders by turning down one), (3) fol- 
low through (frittering minutes is the 
salesman’s greatest weakness) and (4) 
levelling of the ups and down of moods 
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Yale & Towne 


(Continued from page 126) 


ability and operating features of the 
hoist. Then comes an actual demon- 
stration and a question and answer pe- 
ried, including a “silver dollar quiz” 
in which the salesmen receive a silver 
dollar for each correct answer. 
Following the luncheon recess, tech 
nical engineering matters are dis 
cussed and the company’s hoist selec 
tor is demonstrated. This is a new plas- 
tic tabulator that can be carried in the 
pocket and which makes it easy to se 
lect the proper hoist for each applica 
tion without pencil and paper work 


This leads into a movie which shows 


Change Your Records 
INDUSTRIAL MARKETING has moved to 
new offices at 200 E. Illinois St.. Chi- 
cago. Telephone number, DElaware 
7-1337 remains the same 


where and how to look for hoist appli 
cation possibilities. Then follows fur 
ther demonstrations and a session in 
which salesmen have hoist application 
problems tossed to them for solution 

Visual education and dramatic dem 
oenstrations are combined with oral and 
written question and answer sessions 
Each salesman is given a kit of materi 
al to carry away with him. 

For a week following the meeting 
the Yale field representative is avail 
able to make calls on prospects with 
the distributor's salesmen 

To implement a recommended 30-day 
sales drive, the company will provide 
the following: 

1. A series of three sales letters, 
proc essed on the distributor's letter 
head, and mailed over his prospect list 
on a weekly schedule 

2. A supply of Load King bulletins 
for handout by the distributor's sales 
men when calling on prospects. 

3. A supply of insert folders for en- 
closure with correspondent e and in 
voices addressed to prospects and cus 
tomers 

+. Catalog sheets for binding in the 
distributor's catalogs 

5. Mats of ads for insertion in news- 
papers selected by the distributer in his 
territory. 

6. Yale hoist selectors for distribu 
tion by the distributor's salesmen to 
carefully selected customers and pros 
pects, 

7. Wall charts for customers of spe- 
cial importance 

8 Print of the motion picture “The 
Talking Hoist.” Print is supplied on a 
loan basis for presentation to custom 
ers and prospects at meetings arranged 
by the distributor. 


INDUSTRIAL MARKETING. May. 1950 


COVERS CANADA’S LARGEST 
MANUFACTURING INDUSTRY 


An industry with an annual production value of $800 millions requires 
a lot of equipment and supplies. 

Pulp and paper is Canada's largest manufacturing industry. It provides 
well over half the world’s newsprint, as well as a large output of fine paper, 
wrapping paper, paper-board, tissues and other paper products. 

Since 1903 this great industry has been served by PULP AND PAPER 
MAGAZINE OF CANADA — the magazine that enables you to reach, 
at the lowest cost per thousand, the largest number of executives and 
operating men who manage the mills from Newfoundland to British 
Columbia. A thorough coverage of the industry, CCAB audited. Pub- 
lished monthly, with extra Convention number in February. 

PULP AND PAPER MAGAZINE OF CANADA is the official organ of 
the Technical Section of the Canadian Pulp & Paper Association, for whose 
formation in 1913 is largely responsible. 

Its companion publication PULP AND PAPER MANUAL OF CANADA 
is the industry's buying reference book, published annually — 1950 edi- 
tion closes June 5th. 

Write for full information on Canada's largest manufacturing industry. 


NATIONAL BUSINESS Punnicarions 


Head Office: GARDENVALE, Que., Canada 


MONTREAL @® TORONTO ® VANCOUVER 
NEW YORK: W. G. Gould, 7 West 44th St, CHICAGO: W. S. Akin, 
19 So. La Salle St.. SAN FRANCISCO: C. H. Woolley, 605 Market St. 


Publishers of: CANADIAN MINING JOURNAL, PULP & PAPER MAGAZINE OF CANADA, 
CANADIAN FISHERMAN, CANADIAN FOOD INDUSTRIES. CANADIAN OJL & GAS INDUSTRIES, 
CANADIAN INDUSTRIAL EQUIPMENT NEWS, PRODUCT NEWS, SHOP, CANADIAN REFRIGER- 
ATION JOURNAL, LOCKER PLANTS & FROSTED FOODS, THE CANADIAN DOCTOR 
CANADIAN JOURNAL OF COMPARATIVE MEDICINE, ond the following annvals CANADIAN 
MINING MANUAL PULP & PAPER MANUAL OF CANADA. NATIONAL DIRECTORY OF 
CANADIAN PULP & PAPER INDUSTRIES, INDUSTRIAL EQUIPMENT HANDBOOK, CANADIAN 
PORTS & SHIPPING DIRECTORY (bi-annual) 
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Telephone | 
Exchanges 
presenta. 
Profitable 
Market | 


Adding & Bookkeeping machines — Addressing 

hines — Air cleaning equipment — Anchors 
— Auger bits — Betteries, dry cell, storege — 
Bettery charging equipment — Cable — Con- 
duit — Cross-erms — Coble reel carriers — 
Cords — Drills — First aid equipment — tnse- 
leters — Meter Trucks — Poles — Pole line 
hordware — Linemen's accessories — Office 
furniture — Opereter's chairs Peper — 
Printed forms — Protective equipment — Pins 
—Seider — Soldering irons — Switchbooerds — 
Telephones — Tape — Trailers — Tools — 
Truck bodies, Wire and hundreds of other items 
wed in telephone plont 


You con reech every telephone 
company in the U. S$. through 
Fortnightly 
TELEPHONE ENGINEER 


Write for sample copy, rates, etc 
7720 Sheridan Rood Chicago 26, 


® ARMOUR 

® BORDEN 

® PILLSBURY 

® GENERAL MILLS 

® STANDARD BRANDS 


Aduertise in 


THE IMOUSTRYS PRODUCTION PAPER 


The Production Publication of the 
Boking Industry 


The Digest reaches 80% of the 
purchasing power of the Indus- 
try at @ cost of $120 per page 


NEW YORK FIFTH AVE. BRyont 99148 


Readership Surveys 


(Continued from Page 37) 


ment of names taken from the custom- 
er and prospect files, but the results 
should more than justify the extra ef- 
fort involved. 

It means all the difference between 
a survey of doubtful dependability 
and one which reflects the opinion of 
the men who really count. You 
wouldn't ask the office boy for ad- 
vice about running your advertising 
department but it comes pretty close 
to that when you accept unidentified 
opinions from people whom you don’t 
know to be representative and who 
may have no buying power authority 
whatsoever. 

If it is highly important that your 
company cultivate the interest and 
good will of a select group of key ex- 
buying 
power authority in customer and pros- 


ecutives who exercise top 
pect companies, it 1s to these people 
that your survey should be directed. 

The best way to make sure of 
getting the right names is to enlist 
the help of your salesmen or dealer 
salesmen in the job, explaining what 
you are trying to do and dividing the 
work among them so that it doesn’t 
impose too much of a burden on any 
one of them 

Send them what names you have 
from your own files as a starter, even 
though they may be quite incomplete. 
Ask the salesmen to check them, add- 
ing the names of other top executives 
who are of known importance in mak- 
ing equipment purchase decisions. 

Put special emphasis on the de- 
sirability of listing the executives 
whom the salesmen don’t see as well 
as the ones they know personally. If 
it's a choice between using a big list 
that is of doubtful or a 
smaller cross-section which really re- 
fleets the important buying power 
opinion in your field, the latter is 
definitely preferable even though the 
conclusions will have to be drawn 
from a smaller number of replies. 


accuracy 


The great disparity in the buying 
power authority exercised by different 
individuals indicates the desirability 
of rating your survey returns at least 
in some rough fashion before you un- 
dertake to tabulate the results and add 
ip the score. 

It is not possible nor is it necessary 
to establish exact buying power rat 


ings for the different companies from 
which returns have been received, but 
it should be perfectly feasible to set 
up relative values by dividing all cus- 
tomer and prospect companies into 
four classifications of small, medium- 
sized, large and very large plants. 
Then by taking a typical small shop 
and comparing the other shops and 
plants in the larger groups, an ap- 
proximate but adequate set of relative 
values can be obtained for use in 
weighting returns. 


Rough Estimate Helps 


There is no need to be unduly con- 
cerned over the fact that scientifically 
exact ratings of buying power are not 
a practical possibility. Even a rough 
estimate of relative buying power 
values, however, will be sufficient to 
enhance the value of the survey find- 
ings and will add greatly to their 
usefulness and dependability. 

A readership survey conducted 
along these lines, giving careful con- 
sideration and attention to the loca- 
tion, identification and valuation of 
the all-important factor, buying power, 
would go a long way toward supply- 
ing dependable answers to the question 
that advertising managers have found 
difficult to answer with any degree of 
certainty: What publication is best 
qualified to carry our advertising to 
the spots where it will do us the most 
good in promoting the sale of our 
company’s product? 


Directory of 15,255 U. S. Suppliers 
Will Go to Marshall Plan Nations 

A directory of 15,255 small industrial 
suppliers in this country has been pub- 
lished by the Economic Cooperation Ad- 
ministration for distribution abroad. 

The directory lists names, addresses, 
products, materials and services of the 
companies to make them known in Mar- 
shall Plan nations. A first run of 50,- 
000 copies will be printed in English, 
French, German and Italian. ECA Ad- 
ministrator Paul Hoffman said the di- 
rectory will give small business “free 
advertising” abroad “long after 1952 
when ECA has ceased to exist.” 


Hunter Resigns from Schrader's 
David S. Hunter, advertising man- 
ager, A. Schrader’s Son, division of 
Seevill Mfg. Co. Brooklyn, has re- 
signed. His future plans and his suc 
cessor have not been announced. 
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NEW. Data 
® on Media 


The following changes in b 

per specifications have been pe 
since the Market Data Book number of 
Industrial Marketing went to press: 


American Builder 

Effective in July, three-column format 
will be adopted, with advertising space 
available on a page, 2/3 page, 42 page, 
1/3 and 1/6 page basis. Closing dates 
are now the 3rd of preceding month 
for preferred positions and color, 9th of 
preceding month for B&W. 

American Builder will resume pub- 
lication of an annual directory of build- 
ing products and equipment in April, 
1951. The directory, a pre-war feature 
suspended in 1941, will be printed on 
colored stock and bound into the regular 
issue. 


American Exporter and 
American Exporter Industrial 

New rates, now effective, for cover po- 
sitions, which are sold only for both edi- 
tions, non-cancellable. No advertising on 
first cover. 

3 ti. 6 

2nd cover $726 $660 
3rd cover 665.50 605 
4th cover 786.50 715 


Diesel Progress 

New rates, now effective: 
Times Page ly Page 

1 $400 $270 

7 360 240 

13* 320 200 

*Seventh insertion on a seven-inser- 
tion contract, and 13th insertion on a 
13-insertion yearly contract provides for 
space in the Diesel Engine Catalog. 


Railway Purchases & Stores 

Effective in July, the trim size of 
Railway Purchases & Stores will return 
to 9x12”, the page size used before the 
war. Inserts and bleed pages will meas- 
ure 9.1/8 x 12-14”, with the type page 
size continuing at 7x10”. 


Timber of Canada 
New rates, now effective 
Times Page 14 Page 
l $il4 $65 
6 95 50 
12 80 47.50 


Western Construction News 

Effective in July, the name of Western 
Construction News will be changed to 
Western Construction. Because the first 
day of each month has been selected 
as a new date of issuance, all editorial 
and advertising forms will close on the 
fifth of the preceding month. 
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does again 


‘THE MEW REMINGTON 


CARBON RIBBON TYPEWRITER 


cuts offset copy preparation time 
insures real “repro” quality 


Here's the ideal typewriter for preparing copy for offset repro- 
duction, multilith process, duplicating spirit process, and dis- 
tinctive-appearing correspondence. 

it’s tops for speed—completely electrified action assures 
utmost accuracy with maximum output. It’s ideal for either 
photographic or direct image masters— gives you cameo clear, 
wniform im 

This specialized machine can be used effectively for: Leaflets 
and Folders + Broadsides ¢ Catalogues and Inserts - Specifica- 
tion Sheets + Bulletins + Sales Manuals « House Organs * 

Price Lists + Programs + Manuscript 


Blemington. 


Remington Rand, Room 
315 Fourth Avenue, New York 10 


Send me FREE literature on the Remington 
Carbon Ribbon Electri-conomy Typewriter. 


COMPANY. 


ADDRESS 


Copyright 1050 by Remington ine. 
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The Super-Market In the of America’s Industrial Future 


maintaining good consumer advertis 
ing, if you haven't taken care of that 
job? 
Recognize the top advertising medium of the Con- What are industrial ad men doing 
struction Industry in the Lower Mississippi Valley to document concrete results of their 
THEY ADVERTISE IN CONSTRUCTION NEWS MONTHLY! tg 
} Mr. Phillips: | admit having seen 
i UCCESSFUL ADVERTISERS follow in the footseps of others. impressive documentary proof of ad- 
; Profit by the experience of the many big name advertisers vertising in the past five years. But 
who use CONSTRUCTION NEWS MONTHLY. (You can proof is a comparative thing. There 
hardly think of a big name in the construction equip- are so many variables in market work, 
ment field which does not advertise in this book!) that when you say, “Look what we did 
Their agencies know good media values with the right coverage in the first six months of such-and- 
of their markets. Sixty major advertising agencies placed such a year.” you have to add, “all 
88 regular advertising schedules with us during the lost six things being equal.” But they are not 
months of 1949! Check our list of regular advertisers, most equal. Conditions change. Markets 
of which are BIG NAMES. change, wars, financial situations, 
CONSTRUCTION NEWS MONTHLY and Construction your product development, your dis 
News (Weekly) contain local news in the construction field tribution system change. Advertising 
in this wealthy, growing 6-State Area, along with "BIDS is a sales tool. It must take its proper 
WANTED" (the LIFEBLOOD of the industry). Each issue 
is @s important to contractors as the stock market page is to sales complete. 
brokers. So there is eager readership in every issue—the Mr. Scribner (in rebuttal): Ad- 
very foundation for advertising results! vertising managers, agency men and 
media men are continually put on the 
Send for copy of journal, list of regular BIG spot as to what advertising does. 
NAME advertisers and circulation break-down. Many top management men ask for 
proof but don’t keep the records 
Oo Vv E R 6 3 0 0 R E A D E R Ss ! whereby the proof might be summed 
up. 
One company recently had to prove 
T U Cc T N to its management that its advertising 
got results. The advertising depart- 
ment took over the answering of in- 
quiries from the sales department. 
” All mail was routed through the ad 
“a ] Reporting vertising department, and the records 
s) CONSTRUCTION ACTIVITIES were kept in the advertising depart 


Mississippi and Lowisiana swered by the advertising department 
and not the sales department. When 


| tn Chlcheme, Bestere Missouri | ment, and the initial inquiry, which 
| j Arkansas, Western Tennessee, (| generally demanded a catalog, was an 


LITTLE ROCK, ARKANSAS 


the inquiry demanded an engineering 
department answer, it was passed on 
to the engineering department with 
the notation that this and that had 
Since the Market Data Book Number been done. The result: they know what 


is placed in a handy spot near my their advertising was doing. That 


d it that i 
“ yee = nd that over a period method pays better than merely letting 


a of time it is referred to quite often 
SNIPS MAGAZINE The best way to show my apprecic- 


W. Lake St., Chicage 44, 1 tion would be to send you an old 


management accept advertising as a 


sales tool as Mr Phillips recom 

spy with all the thumb prints prov mends 

nq how often the pages have been Mr Phillips | think the results are 

turned definitely there if vour sales increase. 
Arno O. Witt your companys net worth increases, 

your income increases and your bo 

nus increases 


Mr. Marsteller: And sometimes I 
AD SCRIBE, North Canton, 0. think it is easier to get that bonus in- 
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crease if you can prove all the other 
things, if you set up the yardstick. 

Anson Meanor, Engineering \ews 
Record (from the floor): One thing 
that you haven't mentioned is the cu- 
mulative effect of advertising. Any 
time that a sale results that has been 
influenced by advertising, you ought 
to put it on a different color ledg- 
er sheet, and from that time on, 
whether you do business with him for 
five months or 50 years, it should be 
on a different color ledger sheet. Then 
you can say, “See the shift in colors in 
your ledger sheets to see where some 
influence has been made by advertis- 
ing in a cumulative way.” No one has 
done this. 

Hal Burnett, Burnett & Logan (from 
the floor): Bernie Dolan, Peter A. 
Frasse Co., has done that for years. 

Mr. Marsteller: A very good idea. 
In our company in East Chicago five 
vears ago we got an inquiry based on 
a coupon. Accompanying the coupon 
was the inquirer’s purchase order 
number saying and the statement, “If 
your valves meet such-and-such a 
specification, we will take so many and 
so forth.” 

From that initial order, we sold that 
company in the first year enough busi- 
ness so that the total volume on that 
account was equal to five times our 
total advertising budget for that year. 
Our salesmen like to claim that ac 
count as theirs, although we had no 
evidence that the salesmen ever called 
on the account. At our meetings and 
at practically every budget set-up, we 
haul this case out of the file and point 
to it 


E. L. Greene Honored by NBBB 

More than 300 members of the Nation. 
al Better Business Bureau, New York. 
presented to the bureau a portrait of 
Edward L. Greene, general manager, 
at a luncheon honoring Mr. Greene's 
25 vears of service at NBBB. The por 
trait, by artist Raymond P. R. Neilson, 
was accepted on behalf of the bureau 
by its president, Ray P. Clayberger, 
secretary-treasurer, Calkins & Holden, 
Carlock, McClinton & Smith 


Kaiser Aluminum Names Boyer 

W. F. Boyer, has been appointed 
sales manager for Foil Div., Kaiser Alu 
minum & Chemical Sales, Oakland, Cal 
He was previously division manager in 
the New England area for Reynolds 
Metals Co., Richmond, Va 
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Want more sales? 
Then be sure to read the 
Ss. D. WARREN COMPANY 
message in 
THE SATURDAY EVENING POST 
for May 20 
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Our Readers 
Are Buying 


@ Production Machinery 
@ Wood Finishes 
@ Spray Guns 


@ Glues and Give-Room Equip- 
ment 


@ Portable Sanders, Routers, 
Drills, Sews and Tools 


@ Abrasives and Sending Equip- 
ment 


Carbide Saws, Cutters & Knives 


@ Cutting Tool Grinders and 
Sharpeners 


@ Dimension Stock, Plywood & 
Lumber 


Wood Screws and Fasteners 


Conveyors and Handling 
Equipment 


Write for Market 
And Media Date 


Woodworkers 
Reporter 


COSGROVE PUBLISHING CO. 
GRAND RAPIDS 2, MICH. 


Here's How IDEA l 
MODELS « « 


YOUNGSTOWN KITCHENS 


(ELL \deal Kitchens 


This housewife is ready to buy becowe the prod- 


wet ls scaled down to fit The Most Volveble Duploy 
Spoce in The World ,.. The palm of her hand! 

These 62 piece “Min. a Kitchen” sets comet of per 
fect plost« scale models of steel kitchen equpment 
mode by the w ds largest manufacture steel 
bitchens to help prowects viwolize ther new 
or re modeled bitchens, they furnish @ three dumen> 


merchond ung empact thot clinches soles 


Ideal Model perform these essential sole: 
@apensively © Ploce your product your prospect's 
hond:s. @ Assit? your prowect to your 
product filling bis needs. @ furcton ond 
styling of your product of the point of sole 

Ow new catalog gives you cove Histories ond 
@ertions on how to sell product by Ideohing them 
with foithtul plastic ecole models. A requer! on your 
letterhead brings your copy 


HEY 17251 Moran Ave. 


Detroit 12, Michigan 
MODELS COMPANY 


Problems 
(Continued from Page 30) 


public relations move. As the practice 
becomes more common, the novel in- 
terest will wear off. We believe it will 
pay you to prepare such a booklet if 
you have a great many salesmen and 
customers regularly coming to your 
plant and if your plant set-up is at all 
complicated so that some help is de- 
sirable or nec essary. 

However, if you only have a com- 
paratively few plant visitors and you 
already are taking very good care of 
them, this additional piece of lit- 
erature is probably unnecessary. 


How to Learn Industrial 
Marketing Quickly 


I have just been given the task 
of handling industrial advertising 
for our company. Our budget is 
not large, but I am completely 
ignorant of the ways of industrial 
advertising and while I have been 
reasonably successful in industrial 
selling and have always been in- 
terested in promotional methods, I 
am completely green as to technics. 

What is the best method of learn- 
ing the ropes quickly? 

Apvertisinc MANAGER 

We would first recommend, natural- 
ly. that you read thoroughly every 
issue of INpusTRIAL MARKETING. Sec- 
ond, learn all you can from your sup- 
pliers who will be flattered and eager 
for the opportunity to answer all of 
your questions. Third, it would be very 
splendid if your company would ar- 
range to let you attend the annual 
meeting of National Industrial Ad- 
vertisers Association at Los Angeles, 
June 29 to July 1. 


Pictorial Presentation 
We have a product, as you know, 
that is rather ordinary, not inspir- 
ing— more or less standard. It is not 
much better or much worse than 
our competitors’. It is difficult to 
illustrate interestingly and so we 
find it difficult to present our prod- 
uct, service and organization so 
that customers will prefer doing 
business with us rather than our 
competitors. I realize that this is a 
rather general question but would 
like to have any thoughts you may 
have on the subject.—-ADVERTISING 
MANAGER 
We realize that there are many 
products and services with your same 
problem. The product is not spectacu- 
lar; it may be sold to standard specifi- 


cations; and so you and your sales- 
men tend to feel that you can only sell 
on price and friendship. 

This certainly presents a problem 
compared with other more unusual 
and interesting types of products and 
services but should inspire you to re- 
solve to get out of the rut. There are 
in every product and in every service, 
plus values that may be beautifully 
featured if you will use reasonable 
imagination. 

Friendship is, of course, tremen- 
dously important; but selling on price 
is the lowest type. So it is simply im- 
perative that you learn to feature 
properly even the slight advantages 
that you may have: and if these are 
not sufficient, improve your product 
through product research to a point 
where you will have advantages that 
may be properly capitalized upon to 
increase sales. 


Smith Says Layout Affects 
Belief in Media Content 


Cuicaco—Good design actually in- 
creases the believability of text pages, 
Dan Smith, director of typography and 
design for Poole Bros., leading Chicago 
printers, told the Chicago Business Pa- 
pers Association April 10. 

“Attractive, quiet, readable typo- 
graphical layout gives the reader con- 
fidence in the publication,” he asserted. 
“Conversely, a tricky, over-arty design 
tends to tear down reader confidence 
and reduce acceptance of editorial con- 
tent.” 

Mr. Smith pointed out that advertisers 
are not interested in the total circula- 
tion of a publication, but only that part 
converted into active readership through 
the efforts of the editors. This can be 
accomplished by emphasis on readabil- 
ity through the use of legible type and 
simple, clean design. 

Among the practical suggestions he 
offered were the following: 

Don't try to compete with adverti- 
sers in the excitement they try to put in- 
to their layouts. 

Use plenty of white space, and avoid 
overe rowding. 

For most business paper design, three- 
column make-up is better than two-col- 
umn 

Use editorial color for functional pur- 
poses only, and not just because it is 
available. 

He added that many business paper 
cover designs are obsolete, and a new 
approach to an improved typographical 
and pictorial treatment should be made. 
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Power, Utilities Market 
(Continued from Page 39) 


fact that America’s appetite for power 
is insatiable. Ability of industry to 
reduce working hours and raise wages 
repeatedly without wrecking the na- 
tion’s economy is attributable to this 
basic philosophy. A striking illustra- 
tion of the benefits of electric energy 
was recently given by Power, which 
evolved the formula that “One man’s 
wage equals 1,000 manpower.” The 
publication explained that at current 
rates, one man’s wage will buy about 
100 kilowatts. But it requires at least 
ten men to turn out as much work as 
one kilowatt performs. 

Phrased even more simply, the cost 
of manpower is $15 per kilowatt 
hour. The typical industrial price of a 
kilowatt hour is between one and two 
cents. 

There is no agreement on the num- 
ber of important industrial power 
plants in the United States. The 1947 
Census of Manufactures reported 
about 25,000 manufacturing plants 
with 100 or more employes, and 18,- 

72 in the next bracket—50 to 99 em- 
ployes. Many power plants lie outside 
of the manufacturing field. 

The electric utility industry has 
invested huge sums in equipment for 
generation and distribution of power, 
heat and light to industry and to the 
public at large. According to Flectri- 
cal Worid, these utilities now serve 
93° of the country’s population. 

Its financial structure is large and 
complex. Fixed capital has reached 
$17,455,000,000. Securities issued in 
1949 amounted to $1,793,000,000, of 
which $1,445,000,000 consisted of 
new capital and the remainder refund- 
ing. 

Income and outgo in 1949 approxi- 
mated $7 billion. Operating revenue 
was $4,150,000,000; operating ex- 
penses, $2,030,000,000; taxes, 
000.000. 

Revenue was $4,611,000,000 and 
capital expenditures, $2.518.000,000, 
Generating capacity at the close of 
1949 was 61.166.000 kw... and unceas- 
ing expansion is expected to push the 
figure to 92,000,000 by 1955. 

Expenditures for new facilities for 
electrical supply in 1950 will reach 
$3.250,000,000, according to Flectri- 
cal World. About $2,500,000,000 will 
represent new capital investments of 
power companies and municipal and 
other local government utilities, in- 
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“big things come in 
concentrated packages” 


Every column inch a business newspaper. 
Every page packed with business news — up- 
to-the minute, authentic, complete. That's the 
Daily Journal of Commerce; published in 
Portland, read by business men throughout 
the Pacific Northwest. . . . This concentrated 


daily business package is a wonderful spot 


for advertising to construction men, lumber 


men, business men, in an expanding market 


that knows no closed season for the purchase 


and sale of goods and services to basic indus 


tries Your schedule belongs in the Daily 


Journal of Commerce. Consult your advertis 


ing agency or write for sample copy and rate 


card, 


Daily Commerce 


WORKING TOOL OF NORTHWEST BUSINESS 
71) S. W. 14th Avenue ° Portland 7, Oregon 
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Are You “wake 


to the 


Sleep 


Market? 


Sweet Dreams! Here's $33!,100,000 market 
covered by a single book. Out of more than 
2800 plants in the US. manvfacturing sleep 
ing equipment, only about 800 firms DON'T 
twbecribe ond thot group accounts for les 


then 10% of the industry's volume So 
BEDDING covers over 9% of this tremendous 
morket. Your od is your calling cord te off 
the leaders in the feid! 


You don't have to 
spend much in this 
ONE-BOOK market 
te cover it. Ask for 
data and rates. 


FOR 5S! YEARS the leading daily 


of the stee! and meta! 


newspaper 


industries More then 2750 com 


ponies selling to these industries 


are regularly advertising their 


products, services and equipment 


American Metal Market 


Daily Since 1890 


18 Clif? St. New York 7, N. Y 


cluding the Tennessee Valley Author 
ity. To this is added estimated « apital 
outlays by the Bureau of Reclamation. 
$117,500,000; Army Engineers, $323.- 
800,000; REA co-operatives, $326,- 
OOO 000 

Another addition must be made to 
cover industrial 
plants and transportation systems. The 


expenditures by 


amount is indeterminable, but it is 
certain to be enough to bring the to- 
tal 1950 outlay for electricity supply 
facilities well over the $314 billion 
mark. 

Electrical World broke down 1950 
expenditures of power companies and 
municipal and other local government 
utilities, including the TVA, as fol 
lows: for fuel plants, $1,027,943,000: 
$126.557,000; transmission, 
distribution, $868.41 L.- 
O00: general plant, $100,574,000: to- 
tal. §2.163.969.000 

Energy sales in 1949 were 248.750 
million kw.-hrs. While this was a gain 
of 3.3° 


deceleration in the rate of increase. 


hydro 


over LOL, it represented a 


due in large part to a decline in con- 
sumption by industrial customers. 
Proportion of output as between 
power company and government op- 
eration was practically the same in 
1949 as in 1948 


companies, 20.1° for government. 


79.9 for power 


There are 1,607 private electric 
utilities, operating 3,910 plants. Num 
ber and capacity are as follows: 


No. Kw. 
Plants Capacity 
W ater power 16.391.6038 
Steam power L050) 
Internal 
combustion 1.389 1.731.253 


(as utilities enjoved a big vear in 
LOW and are pushing expansion plans 
Capital expenditures for construction 
ind plant expansion in 1949 aggre 
vated and the 
budget will be only slightly less, 

Natural gas transmission lines are 


under construction which will bring 


Average horsepower made avail- 
able to each production worker 
in U.S. manufacturing plants 


1947 84 
1939 64 
1929 49 
1919 34 
1909 2.9 
1899 2.2 
1889 14 


natural gas to metropolitan New York 
and New Jersey in 1950. The New 
England States and South Atlantic 
area will soon be able to augment 
their manufactured gas supply with 
natural gas. Manufactured gas com- 
panies are also increasing production 
and distribution facilities 

At the close of 1949, gas utilities 
were serving 23,763,000 customers, 
including 334,000 LP gas consumers 
served directly by utilities. Of this to- 
tal, 13,319,000 were receiving natural 
gas: 8,567,000, manufactured gas; 
and 1,544,000. mixed gas. The last 
two figures represent slight declines 
due to change-overs by important gas 
utilities from manufactured antl mixed 
to natural gas distribution. 

In addition to the customers indi- 
cated, it is estimated that more than 
5.500.000 are being served with LP 
gas in areas not reached by utility 
mains. 

Total revenues from sale of gas in 
1949 reached an all-time high of $1.- 
694,000,000, an increase of 7.3% 
over 1948. The major increase was in 
the natural gas branch, which a 
counted for $1,097,328,000, a gain of 
10.3%. Manufactured gas revenue 
was $484.305,000, a rise of 4.6°%, 
while mixed gas revenue, most af 
fected by change-overs, declined 
10.6° to $91,958.000. 


Expenditures for new facilities and 
expansion in 1949 also reached an 
all-time peak in 1949, 3943,000,000. 
The industry recently resurveved its 
capital requirements for the five-vear 
period, 1948-52 and found that $3.5 
billion will be needed. It is estimated 
that $1.8 billion will be spent in the 
next three vears. Natural gas trans 
mission facilities will account for the 


lion's share 


An important utility, but one which 
is taken more or less for granted ex 
cept in emergencies. is the public wa 
ter supply system. There are 12.000 
works plants in the United 


States. 2.500 in cities of over 10.000 


water 


population constituting the major 


market for supplies and equipment. 

These utilities pump about 8 billion 
gallons. or 33 million tons of water, 
every 24 hours. 

Over 5.300 water svstems have puri 
fication systems, serving about 74. 
000,000 people. However, water sup 
ply facilities are far behind require 
ments of a growing population and 


dynamic economy. 
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Trends 


(Continued from Page 18) 


grows less certain. Until legality of the 
basing point decision is finally settled, 
some plant projects may be delayed to 
avoid being lecated uneconomically 
with respect to the future markets 

In general, process commodity sales 
have held up well; sugar is eff, as has 
been fuel oil (because of mild weather) 
to name two examples to the contrary. 
Resistance is being felt in some equip 
ment lines, principally made-to-order 
goods 

Many fabricators are accepting a 
lower margin of profit— sometimes tak 
ing an outright loss——just to keep plants 
occupied One note of encouragement 
came recently from a large engineering- 
contractor who advised the operators 
that by proper care and careful estima 
tion, they can now build plants for the 
estimated cost.... gone are the days of 
having construction overrun the esti 
mate by 30 or even 70%! 

Venture capital is still searce and 
with commodity markets showing some 
lowering of prices, process men are 
keenly interested in making use wher 
ever possible of standardized items of 
equipment. They have heen asking, par- 
ticularly since the first of the year, for 
an almost prodigious amount of techni 
eal counsel from equipment manufac 
turers and engineering consultation 
firms....but most often without offer 
of remuneration except for what may be 
realized in case of sale. 

These and many other problems are 
being attacked to a great degree by 
stepping up the tempo of selling activi 
ties with the goal of achieving a better 
meeting of minds on ways to achieve 
economies, and what “apparent” sav 
ings will be undesirable in the long 
run. This would seem to be the last 
major post-war adjustment phase 

The printed word is being given a 
very important part in this effort, par 
ticularly because of the general inae 
cessibility of the people connected with 
process plant work, to personal contact 
by representatives desiring to interest 
them in their offerings 

Corrosion continues to take its toll 
and new developments keep coming 
along in a seemingly never-ending stream 

..both factors contributing heavily to 
wards a favorable outlook for volume of 
equipment to be purchased or specified 
through the remainder of 1950.--Jonn 
Metcecker, technical editor, Chemical 
Engineering Catalog, New York 


ABC Has New Chicago Address 

The Audit Bureau of Circulations, ex 
ecutive and general offices, has moved 
to 123 N. Wacker Drive, Chicago 
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Only a Feu Weeks Left to 
Wake the 1950-51 Edition 


THE FINEST WAY 
TO DISTRIBUTE YOUR CATALOGUE 
TO THE PULP and PAPER INDUSTRY! 


Here is the finest opportunity to obtain 100°/, distribution 
of your Catalogue material to the pulp and paper manu- 
facturing industry. Reinforce your monthly advertising with 
specific Catalogue information — using |-2-3-4 or as many 
pages as you wish. We can bind your inserts or print them, 
and they will serve you two woys—as enclosures with 
a, as well as being inserted into the annual 


PAPE 
Handbook. 


AND PULP MILL CATALOGUE and Engineering 


RUSH COPY—Don’t Miss Out! 
FRITZ PUBLICATIONS, INC. 


59 EAST VAN BUREN STREET. 


CHICAGO 5, 


Photography - Reporting 


covered trom to coast Photes oth 
stores, tacts and qures ‘or advertisers and odors 


Write for booklet cf 


4 
PARK mace 2% 


ALL ADVERTISING 


SUCCEEDS OR FAI 
POINT OF PURCHASE 


TAPE CO. 


HUBER BLOG. YORK, PA. 


@ Manufacturers and their advertising 
egencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and lor de 
veloping sales prospects on certain 
types of products and services. 
New Booklet No. 10 “How Business Uses 
Clippings” telis the whole story 


BACON’S CLIPPING BUREAU 


BUSINESS * GENERAL 
PAPERS PAPERS MAGALINES 
343 Se Deorborn St, Chicago 4 
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@ Read by more coal mer- 
chants — more coal sales 
executives in the coal in- 
dustry than any other coal 
publication. 


Chicago Representative Wanted by old 
established trade publication with large 
following in field. Give full details of 
experience and references with applice 
tion, Box 436, INDUSTRIAL MARKETING, 
200 illinois St. Chicago 11, 


MARKETS AND MEDIA 
For detailed facts on 84 industrial 
and trade morkets, and the publica- 
tions serving them, refer to your copy 
of Industrial Marketing's Market Dato 
Book Number. 


SPEED DELIVERIES 
INCREASE SALES 


© 


The better labels 
that cost less. 


@ sparkling colors on hard, 
snow-white stock 
@ sharp, perfect lettering 
@ extra-strong adhesive 
You get all these quolity features at 
low cost with FENT-ONAMEL, the only 
label of its kind made! Over 
130.000 satisfied users 
Write TODAY tor somples & prices 
[FENTON LABEL CO. > 
62 S06 AACE ST PHILA 6 PA 
Please send prces and samples of labels 
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Market Research 


(Continued from page 33) 


made all statistics of this sort which 
are required for analysis or for use 
in combination with external market 
data. 

c. The functions, once written, are 
not to be filed away and forgotten. 
Every member of the organization 
should understand them completely. 
They should be referred to regularly 
and should form the basis for all re- 
ports of progress and all programs for 
future activities. 

d. However carefully such functions 
are initially written, they will be found 
inadequate in some respects as time 
goes on. This may come about through 
the very passing of time itself. When 
this happens, as it will, there must be 
no hesitation in revising and improv- 
ing them as may be found necessary. 

3. The organization plan for per- 
forming staff functions requires a logi- 
cal grouping of the functions and must 
follow and be based upon the function 

just as the functions arose from the 
objective. The organization plan 
should not be adjusted to existing, or 
available, personnel. Personnel must 
be found to fit the plan, not the re- 
verse, 

Functional organization may vary 
greatly, depending on the nature of 
the functions. At U. S. Steel, commer- 
cial research functions are grouped as 
follows: 

a. Administration—ineluding fune- 
tions pertaining to running the shop, 
planning the work, budgeting time 
and funds, recruiting and developing 
personnel 

b. Commercial research data—in- 
cluding such functions as the collec- 
tion and. maintenance of basic data; 
administtation of our library; main- 
taining contacts with outside data 
sources; working with the govern- 
ment and other data-gathering agen- 
cies in an effort to improve data; and 
working on our own sales codes in or- 
der to improve our internal data and 
coordinate it with that available ex- 
ternally. 

c. Market 


functions relating to broad external 


economics — including 
market measurements, both long-range 
and short-range. These functions are 
more concerned with the economic cli- 
mate in which we operate than with 


our own specific problems. Market 
forecasts rather than sales forecasts 
are involved. 

d. Commercial 
cluding sales forecasts, measurement 
of sales performance, preparation of 
market data for the advertising di- 
vision in setting up its annual budg- 
et, and assembly of material for our 
weekly market letter. Under this head- 
ing come most of the fire-alarm jobs 
for our top sales executives. 

e. Company liaison—including all 
functions covering our relationship 
with the commercial research organi- 
zations in the U. S. Steel’s producing, 
fabricating, and distributing sub- 
sidiaries. A large portion of our work 


performance—in- 


is of a coordinating nature and this 
is, therefore, one of the most important 
groups of functions. 


Job Descriptions 


From the functional organization 
are derived the job descriptions which 
must be developed before suitable per- 
sonnel can be made available. and be- 
fore personnel on the job can be ex- 
pected to accomplish the work re- 
quired by their positions. Since our 
research department is large, we are 
able to follow this functional group- 
ing closely in our job descriptions. 
The administrative group of functions 
is handled by the director and assist- 
ant director with the help of a staff 
assistant. Each of the remaining four 
functional groups is the responsibility 
of a section manager supported by the 
personnel required to carry out the 
functions adequately. 

In the daily operations of the de- 
partment as a whole, we have used sev- 
eral ideas which, if not new or unique, 
have proved very valuable. 

One serious problem in any com- 
pany is the upward and downward 
flow of information. Perhaps it is less 
a problem in smaller companies, al- 
though I am inclined to suspect that 
this is a stumbling block in any com- 
pany large enough to designate one 
man as primarily responsible for com- 
mercial research activities. 

We have attacked this problem by 
the liberal use of staff group meetings 
at all levels. At the departmental level, 
regular meetings are held of the heads 
of the various staff divisions—com- 
mercial research, market development, 
advertising, sales personnel and train- 
ing, and so forth. Here each division 
head keeps informed of the current 
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activities of the sister divisions, and 
of the problems and thinking of top 
sales management. In addition, any 
problems affecting several divisions 
are thrashed out and resolved. 

Likewise, within Commercial Re- 
search, the section managers meet 
regularly with the director and assist- 
ant director. Pertinent information 
from the departmental group is passed 
on, the sections are acquainted with 
the activities of one another, and 
policy problems at the divisional level 
are considered and decisions reached. 

Finally, each section holds a regu- 
lar meeting to receive information re- 
vealed in the divisional meeting and 
to make certain that each member of 
the section is familiar with all the 
work being carried on within the sec- 
tion. We are convinced that the time 
consumed in these meetings is well 
spent, for it contributes greatly to 
moving forward on a united front. 

Another operating practice we have 
found particularly successful. Certain 
individuals within our department are 
assigned primary responsibility for 
contacts with other departments and 
their subdivisions. Our work naturally 
requires frequent inter-department 
communication. To facilitate it, one 
man may be responsible for contacts 
with our engineering department, 
another with traffic, a third with ad- 
vertising, and so on. 

Results that should accrue from bet- 
ter management of your commercial 
research organizations are: 

1. You will know exactly what you 
are trving to do and will. therefore, 
be better able to do it. 

2. Questions of overlapping juris- 
diction among departments should be 
virtually eliminated. 

3. Your commercial research or- 
ganization will be used only in those 
areas in which it is equipped to op- 
erate most effectively. 

1. Most important, you will have a 
surer basis for evaluating progress 
and an almost automatic check on 
those areas of work which you might 
otherwise overlook. 


Doerger Elected President of 
Industrial Improvement Association 

Edward H. Doerger, advertising man- 
ager of American MonoRail Co., Cleve- 
land, has been named president, Indus- 
trial Improvement Association. The as- 
sociation, composed of non-competitive 
equipment manufacturers, is publisher 
of Industrial Improvement, Chicago. 
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Advertising 
That Gets An 


The advertising in Trafic World gets an 
extra impact because Traffic World is just 
one of a family of 8 specialized transportation 
services. 

Being solely in transportation, the family of 
8 services supplement and compliment each 
other. The affiliates of the 43 year old Traffic 
World are: Daily Traffic World, Traffic Bul- 
letin weekly, World Ports, Transportation 
Supply News, The College of Advanced 
Traffic, Technical Traffic Information Service, 
and a transportation book sales division. 

Advertising directed to transportation and 
shipping industries can do a real job in Traffic 
World. Why not let us give you the latest 
factual market data. 


CHICAGO NEW YORK WASHINGTON, D. Cc. 
418 S. Market St. 122 E. 42nd St. 815 Washington 
Wabash 2-2882 Oregon 9-3188 Sterling 7325 


are you getting 
good industrial photographs ? 


... when you need 'em 
... without headaches 


If you are not now using the facilities of McGraw-Hill's na- 
tion wide Field Photo Service, we suggest you get acquainted 
with what it offers manufacturers and their agencies 


Installation shots, commercial! shots, actual usage and action 
photos are our specialty. We can get them for you— wherever 
they are. And deliver them when you want them 


This coupon will bring you full details. 


McGRAW-HILL FIELD PHOTO SERVICE, 330 WEST 42nd STREET, NEW YORK 18, N.Y. 


Please send me — by mail and without obligation — your booklet 
containing information on your Field Photo Service 


(type ef photo) 


(type of soles activity) 
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NEWS coverage of industry ac- 
tivities that is thorough, reliable, 
timely and concise. 


ARTICLES on boat building, 


reconditioning, maintenance and 
operation that are accurately and 
intelligently written with a tech- 
nical slant. 


RE PORTS of technological and 
scientific developments that are 
clearly explained from a practical 
standpoint. 


PICTURES of boats, plans, 
construction views, machinery lay- 
outs, fishing operations and indus- 
try personalities. 


Audie. ited 


of Fishing Boats 


on the 


Atlantic, Gulf 
and Great Lakes 


Atlantic Fisherman's con- 
trolled, audited circulation 
reaches the individuals who 
are known to have influence 
and authority in the buying 
of equipment, supplies and 
services for fishing boat con- 
struction, operation and 
maintenance. It provides 
thorough, waste-free cover- 
age that insures full advertis- 
ing value. 


Index to Advertisers 


Ad Scribe 
Air Conditioning & Refrigeration 
News 
“American Artisan 
*American Exporter 
American Machinist 
"American Metal Market 
American Society of Mechanical 
Engineers 
American Type Founders Facing 65 
t Chemistry 121 
Mechanical Catalog 104 
*Associated Construction Publications 26 
Atlantic Fisherman 10 


Bacon's Clipping Bureau 
Digest 


Black Diamond 

*Bramson Publishing Corp 
*Breskin Publishing 

“Building Supply N 

Business News Publishing Co 
Business Week Insert Between 


‘anadian Industrial Equipment 
News 
eramic Bulletin 
ramic Data Book 
nical & Engineering News 
ical Engineering 
Processing Preview 
Publ. Co 


orp 28, 8&2, 4th Cover 
Purchasing Directory 
Bulletin 
Digest 26 
onstruct News Monthly 26, 132 
onstructioneer 26. 124 
osgrove Publishing Co 


Daily Journal 


*Dixie Contractor The 


rineering 
Engineering 


cano Industrial 


Mainte 


sage Publishing 

ardner Displays 
In Rus 
*ublishing 


Equipment 


Conditioning. 10-11 
& 


blications, Ine 


*Machine Design 

*Machinery 

*MacLean-Hunter Publ. Corp 

*Marine Catalog and Buyers’ 
Directory 

*Marine Engineering & 
Review 

*Materials & Methods 

*McGraw-Hill Catalog Service 

*McGraw-Hill Digest 
McGraw-Hill Field Photo Service 
nc 

*McGraw-Hill International Corp 


*McGraw-Hill Publishing Co., Inc. 56-59, 1ig 
1 


Mechanical Engineering 

Metal Progress 

*Michigan Contractor and Builder 
*Mid-West Contractor 

*Milk Plant Monthly 

“Mill & Factory 4th 
*Mining Catalogs 

*Mississippi Valley Contractor 
Modern Industry 

*Modern Packaging Encyclopedia 
*Modern Plastics 

*Modern Railroads 

*Modern Railroads Publishing Co 


National Business Publications, Ltd 
National Industrial Adv. Ass'n 
*National Milk Publishing Co 
*National Provisioner, The 

New England Construction 

*New Equipment Digest 
Newsweek 


Palm, Fechteler & Co 
*Panamerican Publishing Co 
*Paper Industry, The (Formerly The 
Paper Industry and Paper World) 
*Penton Pub. Co 
29, 48-49, 53, 63 
*Pit and Quarry 
“Power 
*Proceedings of the LR.E 
i rod uct Engineering 
ction Engineering & 


Magazine 


“Railway Age 
*Railway Engineering and 
Maintenance 
*Railway Mechanical Engineer 
and 


*Reinhold Publishing Corp 
Remington Rand, Inc 
Reply-O Products Co 
*Rock Products 


Sickles Photo-Reporting Service 
*Siebel Publications 
*Simmons-Boardman Pub. Corp 


*Smith Publishing Co. W. R. ¢ 

*Snips Magazine 

Southern Hospitals 

*Southern Power and Industry 
Builder & Contractor 


*Sweet's Catalog Service 


Telephone Engineer 
Texas Contfactor 
"Textile Catalogs 
*xtile Industries 
*xtiles Panamericanos 
forid 
iblishing Co 


*Transportation Supply News 


ul Ss Journal 
D 


*Woodworkers Reporter 


*Yachting 


*For Detaled Reference Data See THE MARKET DATA BOOK NUMBER. 
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buyers find sellers 
... Sellers find buyers 


PREFERRED 98°, of oil processing plant buyers say they use The 
Refinery Catalog to specify, order and recommend equipment and materials. 
Through twenty years of consistent usage these engineers have developd the 
habit of “looking it up first in The Refinery Catalog.” 


THOROUGH . Refinery Catalog puts your catalog in the hands of buyers and specifiers and keeps it there. Copies 
are distributed to individuals responsible for 99°) of refining, natural gasoline and petrochemical plant operations 


throughout the world—-99.8%% of U. S. operations. The companies themselves request RC, certifying the buying 


power of their personnel to receive copies. Name your prospects, and check them against Refinery Catalog’s dis- 


tribution list—shown by request. 


INEXPENSIVE Fight pages for as little as $1,160—two-edition rate. Individually distributed catalogs—to make 
require expensive art work, paper stock, covers, facilities for mailing and padding to give 


comparable impression 
whereas Refinery Catalog is referred to for its own value. You can estimate, better than 


size, weight and prestige 
we, how much it costs you in lost sales to miss having your sales data at hand when a buyer needs it. Ask your sales- 
men, distributors, or customers in the oil refining, natural gasoline, petrochemical industry—they'll tell you enough 
to justify your investment in Refinery Catalog. The challenge to greater equipment sales is yours. Accept it by 


letting The Refinery Catalog representative in your area prove the facts in this advertisement. 


PRINT-YOUR-OWN CATALOG for distribution 


CLOSING DATE for 1951 (18th) Edition 
in The Refinery Catalog? 


is July 1, 1950 
Scores of manufacturers do Just add 6.000 copies to your 
printing order ond send to the publisher for binding into 
the 1951 Edition You get the some “world’s best” dis 


” ee tribution to retinery buyers, ot a cost low as $500 for a 
4 poge catalog, os little os $840 for & pages—besed on 
| the edition rate Simple, easy ond inexpensive to do a 


complete cotelog distribution job 
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CIRCULATION FIGURES COME LIFE 


become real readers... with real buying influence 


Period Ending) 
gust yoth, 1949 


Exchange> 


Files, 
avERAGE TOTA 


BULK 


INCLUDING 


~ 


READERSHIP 
CERTIFICATION 


, = How This Uni 
when MILL & FACTORY to ase 
is on your schedule these 


A—Do you read Mill & Factory? 

B—Are you finding it useful? 

C—Do you wish to continue receiving it? 

Back in 1928, circulation composed wholly of pre-iden- ’ sd 

tified industrial buyers ceased to be dream stuff. Those who answer “No” to any of these ques- 
- tions are promptly dropped from the circula- 


Mill & Factory guaranteed just that! tion. Non-readers are eliminated, 


I hed a a Names of those who do not reply are sent to the 
t smashed tradition by having its entire Circulation local industrial distributor organization for per- 


built and maintained by industrial distributor salesmen sonal investigation (Many who do not respond 

»rove to be simply allergic to questionnaires. 
— men who sell industrial machinery, equipment, and 
supplies -—men who know the worthwhile plants and You get 100% readership certification of your 
who in those plants have the say-so. Mill & Factory audience—every year. No wonder 


W ich CERTIFIED READERSHIP, Mill & Factory in most independent readership surveys now show 
1949 took the final step in removing all guesswork from Mill & Factory first in its field in readers per dollar. 


the buying of circulation. Guaranteed advertisers 190 


percent live circulation... circulation free of deadwood. 


First — known buyers. Now — known readers. That 
is what advertisers wanted. That is why Mill & Factory 
is the first choice of so many advertisers today. 


Conover-Mast Publications, Inc., 205 East 42nd St., 
New York 17; 737 No. Michigan Ave., Chicago 11; 
Leader Bldg., Cleveland 14; 5478 Wilshire Blvd., 
Los Angeles 36, 4552 Rheims Place, Dallas 1. 
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